MYSORE 


The Home of Sandalwood 


ENUINE Mysore Sandalwood 
Oil distilled from selected 
Mysore heartwood is recognized as 


the standard of quality by leading 
Perfumers the world over. 


The delightful effect imparted by 
Mysore oil cannot be satisfactorily 
duplicated by any other perfume 
material. 


Always specify MYSORE Oil and 
insist on sealed and serially numbered 


containers. 


ee 


Distilled at our Linden, N. J. plant 


Sole Agents for the United States 
W. J. BUSH & CO., Inc., New York 


Sole Agents for Canada 
W. J. BUSH & CO. (Canada) Ltd. 
Montreal, Canada 


“J Ofdefte Effence Diftilters” 


W. J. BUSH & Co. 


INCORPORATED 


Essential Oils Aromatic Chemicals 
Natural Floral Products 


NEW YORK, N. Y. 


LONDON MITCHAM MESSINA GRASSE 


April, 1937 





ESTABLISHED 1845 


BATZOUROFF & Co. 


SOFIA, BULGARIA 


PURE f711O OF KEJSE 


MODERN DISTILLERIES AT : 


KARNARE KALOFER 
KARLOVO RAHMANLI 


SOLE DISTILLERS BY VACUUM PROCESS 


EXCLUSIVE AGENTS U.S. AND CANADA : 


GEORGE LUEDERS & Co. 
427-429 WASHINGTON Sr., NEW YORK 


BRANCHES 
CHICAGO-SAN FRANCISCO 
MONTREAL 


ivance: United 


Published monthly by Robbins Perfumer Company, Inc., 9 E. 38th St., New York, N. Y. Volume 34, No. 4. Subscription rates, payable in ac 


Application for entry as second class matter at the Post Office at New York, N. Y. is pending. 


States $3.00 a year; Canada $3.00; Foreign $4.00. Single copies 30 
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UCCESSFUL packages are achieved only when 
every detail has been carefully planned. Kimble 
Dropper Glasses and Applicator Rods are two of 

the items which will help to attain this desirable result. 


Kimble Dropper Glasses have strong thick walls 
and the outside diameters are held within small 
variations. The exclusive new Kimble flared flange is a 
distinct improvement giving assured uniformity of 
outside diameter. The points are smoothly finished. 
All sizes and types of dropper glass nipple ends 
and points can be supplied. 


Kimble Applicator Rods are produced by an ex- 
clusive process which gives a perfectly formed ball end 
finish, symmetrical and concentric. The minimum 
variation of rod diameters assures accurate fitting 
in corks or closure wells. 


Kimble Dropper Glasses and Applicator Rods 
are thoroughly annealed (strain-free) thus providing 
greatest possible safety to the user. Careful inspec- 
tion insures shipment of perfect glasses and rods. 


We invite consultation with our New Use and Re- 
search Department on your packaging requirements. 
Prices and specifications given promptly on request. 


K 


KIMBLE GLASS COMPANY ...-- VINELAND, N. J. 


PHILADELPHIA*++s DETROIT*+* BOSTON 


NEW YORK++CHICAGO=:-: 
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. JASDOUX BLANC 


will give that sweet intriguing odor, sug- 






gestive of the elusive Jasmin fragrance, to 






your creams, powders, toilet waters and 






perfumes. Guaranteed not to discolor. 






Quotations and samples on Request. 
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FLORASYNTH 


LABORATORIES tne. 


1513 OLMSTEAD AVE., NEW YORK, N. Y. 
Chicago @ Dallas @ Los Angeles @ Montreal @ San Francisco @ Toronto 
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.... . “Service for 
the Trade Exclusively” 


icinseieiminiain 


We take pleasure in announcing to the 
trade our removal to 257 Cornelison Avenue, Jersey City, New 


Jersey. The new address will be effective after April 10th. 


Our new quarters are ideally located and 


afford greatly increased facilities for the servicing of our trade. 


The facilities and quarters of our Cana- 


dian branch at Walkerville have also been enlarged. 


All our products guaranteed 
for chemical purity. For your 
further protection, Products 
Liability Insurance carried. 


OxZyYN 


COMPAN Y 


IN BUSINESS SINCE 1877 
ORIGINATORS of NATURAL ROUGES 
NEW ADDRESS —i NEW JERSEY OFFICE: 257 Cornelison Ave., Jersey City 





NEW ADDRESS eel CANADIAN OFFICE: 2109 Ottawa St., Walkerville, Ont. 


Telephone Calls Originating in New York will be accommodated 
through REctor 2-1335. In Jersey City Phone Delaware 3-2560. 
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Homespun 





Farmers used to grow and spin 
their own wool, weave their own cloth 
and make their own clothes, yet what 
farmer would go back and do all 
that today? 









Perfume and cosmetic manufac- 
turers have also emerged from the 
“homespun” days. They are buying 
better perfume oils complete and ready 
to use. 









What manufacturer once he has 
enjoyed the freedom from crop fail- 
ures, market fluctuations, inventories, 
shortages and a dozen other hazards, 
would go back to making his own 
perfume oils, even if he could make 
them as well? 








van Ameringelr 


Manufacturers and Importers of Aromatic Essemtié 


AROMATIC CHEMICALS—ESSENTIAL OILS—FLAVORS—PERFUME SPECIALTI 
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Spring Suggestions 


New, fresh, spring-like perfume 
oils ready to use in that new line 
you are working on. 


Camellia No. 111 , i ; ‘ . $16.00 Ib. Apple Blossom No. 124. 3 . $10.00 Ib. 


for all purposes for cream 
Liae No. 13 . . . . ~~. ~~. ~~ 20.00 Ib. Fougere No. 165 . . . . . 8.00 lb. 


Liac No. 12 . . 4 : ‘ ‘ 30.00 Ib. Verbena No. 27. , : j . 38.00 Ib. 
for fine toilet waters, creams, lotions 


Lutece No. 44. . .« ») 2a 
for powder Fixol 7 , ‘ ‘ , , ? 10.00 Ib. 


added to any oil makes it more lasting. 
ES ; a 5.00 


for powder 


Cannot be used in creams, but goes well 


in other preparations. 


Bouuet AV No. 107 . . . : Send for samples 
for creams, lotions, toilet waters, 
powders 


Camtion No. 42 . . =. . . 24.00 Ib. To Chemists : 


perfume and extra quality toilet waters re 
Don’t fail to see 


as. .... on PHENYL ETHYL ALCOHOL COEUR 
for perfume and high grade colognes $2.50 lb. In 25 lb. lots 


Not only does it stand high for its odor value, 


‘| ; J ? > + is ‘ ° ' ° 
Flurl No. 62 . . . . . 8.00 but it is chemically right. No esters, no chlorine, 


for powder and toilet waters but high solubility (1 in 50 parts of water). 


Outdoor Odor No. 54 . . . 40,00 Ib. Send for sample 


ttHaebler, Inc. 


mitt 315 FOURTH AVENUE, NEW YORK 


LTIEMChicago Toronto Los Angeles FACTORY, ELIZABETH, N. J. 
April, 1937 7 





FROM CALIFORNIA 
LEMONS 


COLD PRESSED AND 
CLARIFIED 


ee 
MeN 
The “a ios . 


A U.S.P. OIL FOR 
THE AMERICAN TASTE 










OF ALL THE LEMON OIL 
SOLD IN THE U.S.A. 
IN 1936 was 


IGH quality and right 
H price have made Ex- 
change Brand Oil of Lemon, 
U.S. P., the unquestioned 
sales leader in the United 
States. Last year Exchange 
Brand outsold all other 
brands combined by more 
than two to one! 


It is made in the world’s 


EXCHANGE 
BRAND 


ee 







oil of Le me 
cnet deen ee 

















largest plant devoted exclu- 
sively to lemon products. 
Nowhere else are there the 
facilities to keep production 
quality so uniform. Nowhere 
else has the American taste 
been so successfully met. 


Be sure to specify it by 
name: Exchange Brand Oil 


of Lemon, U.S. P. (Clarified). 


Sold to the Cfmerican market exclusively by 
DODGE & OLCOTT COMPANY . FRITZSCHE BROTHERS, INC. 


180 VARICK STREET, NEW YORK, N. Y. 


76 NINTH AVENUE, NEW YORK, N. Y. 


Distributors for 
CALIFORNIA FRUIT GROWERS EXCHANGE 


Products Department, Ontario, California 


Producing Plant: EXCHANGE LEMON PRODUCTS COMPANY, Corona, California 


Copr., 1936, California Fruit Growers Exchange, Products Deot. 
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HIGHWAYS 


ANUFACTURERS of perfumed products 
should approach with caution when the danger 
signal “Low Price” appears, for it clearly shouts: 
“Low quality ahead; proceed at your own risk.” 
Confronted by this warning, experienced manu- 
facturers, like experienced drivers, turn off at the 


first detour. 


For those who are driving toward a bigger, better 
and more profitable business, there is one safe route 
to follow. The road is smooth and fast; there are 
no dangerous crossings to halt or impede progress; 
warning signals are unneeded. The sign above it 
reads “FRITZSCHE QUALITY,” and it’s a 
straight, sure run to your destination . . . it’s the 


high way to success! 


FRITZSCHE BROTHERS, Inc. 


THREE GRADES 


al it 


For finest perfumes» 
extracts and roilet 
waters: 


a B ' 
Medium priced 


genera 


cosmetic 


Lowet price 
compenitive 


hi ghly 
and roilet 


extracts 
prepat gtions- 


IS . 









IN A FINE : PEREUME. 


. . » ELOQUENCE of which few salesgirls are capable; eloquence that 
carries conviction across the counter . . . a power and persuasiveness to 
decide hesitant customers in favor of your product. Such is the eloquence 


embodied in these two popular FRITZSCHE creations: 


Each is a distinct floral type, broad in application, lasting in appeal. 
AVRYLLIS is an outstanding reproduction of lilac—certainly the finest 
at its price, and considered by many the finest at amy price! LYLIUM 
duplicates the sweet, refreshing fragrance of lily of the valley. It, too, 
ranks with the best. Composed of the purest aromatics and natural 
essences, both specialties are highly concentrated, enduring and stable. 
Their ready blendability in all proportions with other aromatics suggests 
odor combinations of limitless variety and appeal, — suggests the desira- 
bility of including a small supply of these specialties in your regular 
laboratory stock. By doing so you'll have at hand a rich and ready source 


of inspiration for many new and exciting perfume compositions. Why 
not order a trial quantity today? 












cd 
816 WEST 8TH STREET LOS ANGELES, CAL. PORT AUTHORITY COMMERCE BLDG. 


Proprietors ot PARFUMERIES de SEILLANS Seillans, France 76 NINTH AVENUE, NEW YORE, N. Y. 
_ FRITZSCHE BROTHERS, of Canada, Ltd., 77-79 Jarvis St, Toronto, Canada «118 WEST OHIO ST. CHICAGO, ILL. 











O MANY and so favorable have been the comments of perfumers 
who sampled this exquisite product when first introduced, that we are 
suggesting it once more to those who feel that their present gardenia 
formulae might be improved. In our opinion, this Absolute provides the 
closest possible duplication of the gardenia’s peculiarly delightful 
fragrance. It is a material of the very highest purity, made in this country 
by volatile solvent extraction from the choicest gardenia flowers. Through 
its use the complete characteristic odor of the flower can be achieved. 
It will appeal most strongly to those manufacturers who restrict their 
use of raw materials to the very best available. 


Write us for further particulars 


FRITZSCHE BROTHERS, Inc. 


Port Authority Commerce Bldg. 
76 Ninth Ave., New York, N. Y. 


Branches 
ATLANTA, GA. BOSTON, MASS. CHICAGO, ILL. COLUMBUS, O. KANSAS CITY, MO. 
$08 Standard Building 250 Stuart Street 118 West Ohio Street 21 East State Street 2018 Guinotte Avenue 
NEW ORLEANS, LA. PHILADELPHIA, PA. LOS ANGELES, CAL. SAN FRANCISCO, CAL, 
815 Louisiana Building 12 South 12th Street 816 West 8th Street 122 New Montgomery Street 
FRITZSCHE BROTHERS OF CANADA, Ltd. MEXICO 
77-79 Jarvis Street, TORONTO, CANADA Mesones 24, MEXICO, D. F. 


PARFUMERIES DE SEILLANS, SEILLANS (VAR), FRANCE 





The problems were these: to design a neck that would pour easily, 











take a teaspoon, reclose tightly . . . and, from the design stand- 
point, be one with the other Canco-made containers in the line. 
Result: this handsome bath tonic package (see also front cover) 
built with a specially designed neck and closure, richly lithographed 


in black and gold. To Luzier, as to many another manufacturer, a 


Canco package has helped bring material increases in sales. 





AMERICAN CAN COMPANY 


The world’s largest manufacturer of metal and fibre containers 


230 Park Avenue New York, N. Y. 


April, 1937 


No. 72 —43 
No. 140 —35 
No. 150 —13 
No. 185 —154 
No. 186 —44 
No. 188 —23™% 
No. 200 —28 
No. 0200 —28 
No. 215 19% 
No. 230 —13 
No. 232 13 


No. 234 - 10% q 


No. 236 —19% 


Bath Salt Cap No 
Sifter Top Cap No 


Screw Cap 
Serew Cap 


Fancy Bath Salt Cap 
Taleum Can Top No. 
Sifter Top Cap No. 
One Piece Cap 

Taleum Can Top 


Serew Cap 
Serew Cap 
Screw Cap 
Slip Cap 


Improve the 
Appearance of Your Package 
with an attractive serviceable stock or 
specially designed 


Cap 


For perfumes, talcum and tooth powder, bath 
salts, ete. @Furnished in a variety of designs in 
fancy metal, plain brass, polished brass, nickel 
plated or in other metals. Our “Negative Finish” 
resists acids, alkalies and alcohol. Proven by 
laboratory tests. Available in most designs. We 


make laboratory tests to determine proper fin- 
ish if necessary. Samples and prices on request. 


BRASS GOODS MFG. CO. 


345 ELDERT STREET 
BROOKLYN,N.Y. 


: Phone: FOxcroft 9—3900 


M/M Screw Cap 
M/M 


No. 258 —40 
No 264*—20 
No. 267 16 
No. 269 —44 
No. 281 —11 


*FITS G. C. A. No, 400 GLASS FINISH 


M/M Slip Cap 
M/M Bath Salt Cap 


M/M TaleumCan Toy No. 
M/M Square Slip Cap No. 
No M/M Screw Cap No. 
No. M/M x 23% M/M No. 
Oval Slip Cap No. 


x 23% M/M No. 
Oval Slip Cap No. 
M/M Bath Salt Cap No. 
M/M Screw Cap No, 


M/M Slip Cap No. 


282*—24 
291*—22 


M/M Screw Cap 
M/M Screw Cap 


292 —281%4 M/M Flask Cap 
295 —13%4 M/M Slip Cap 


298*—38 


300*—18 
317 —11 
323 —45 
324*—45 


327*—43 


M/M Talcum Cap, 
Sifter Top 

M/M Screw Cap 
M/M SlottedShpCap 
M/M Bath Salt Cap 
M/M Cream Jar Cap 
Same design as No. 
323. 

M/M Same design as 
No, 324, 
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TL apa — Schimmel & Ca. 


Faithfully reproduces the exquisite fra- 
grance of the blossoms of southern France 
at a distinct saving and replaces the abso- 


lute, pound for pound. 


VV alae _— Schimmel & Ca. 


The aromatic quality of Orange Flowers 
plus increased solubility due to the re- 
moval of terpenes. Ideal for use in creams 


and lotions of low alcoholic content. 


— Schimmel & Co. 
Powerful and true reproduction of the 
oil obtained by distillation. Does not 
discolor. Suitable for creams or powders. 
May be used with great economy replac- 


ing Neroli Petale Extra. 


— Schimmel CF Co. 


Another modification of the Orange 


Flower note. Sweet and mellow with a 


pleasant honey undertone. 


SCHIMMEL € ©. wo. <i verzetsone 


BOSTON 
CHICAGO 
TORONTO 

LOS ANGELES 


April, 1937 





This No. 556 ALL-PURPOSE Bottle 


has been developed in response to a definite and oft-expressed demand for 


a low-priced quality bottle—in a design suitable for use as an all-purpose 
Its wide range 

in sizes (from 12 to 16 oz.) make this flexibility possible. And the design is 
such that any number of individual 
styling effects can be obtained with 
labels and closures. All sizes available SAL | LOW BEY 4 wise 
from stock. Investigate the possibili- ( 4 1- GLASS CO. 
ties of this low-priced quality bottle. Factory and Main Office: BALTIMORE, MD. 

NEW YORK OFFICE: 500 FIFTH AVE. Room 1427 


Telephone: CHickering 4-0592 
CHICAGO OFFICE: 1502 MERCHANDISE MART 
Telephone: WHitehall 4326 
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The steady increase in Consumer 
Popularity of Camelliais important 
OAC e BUTE Uae ms Melos co 
because it establishes a trend that 
must be taken into consideration. 
Important, too, is the development 
of Felton’s Camellia F. Its allur- 
ing perfume note is a new version 
of Camellia...its exceptional 
qualities contribute substantially 


in the production of successful 
hitae 

Since Camellia F does not irri- 
tate. or cause discoloration. it is 
particularly well-suited for use in 
creams. lotions. face powders and 
lipsticks as well as extracts and 
toilet waters. Send for a and Obata 
sample at once. Let Camellia F 
prove its unusual merits to you! 
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Chemical on Tiree 


605 JOHNSON AVENUE, 


AROMATIC , CHEMICALS, NATURAI 


ISOLATES, 


WRT eoa oem 


id 
603 JOHNSON AVE... BROOKLYN, N. ¥ 


Executive Offices and Factory: 


Boston, Mass 


CU Sarit mel 


Sandusky, Ohio 


Philadelphia, Pa 
Pad al 1408 W 
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ARTIFICIAL FLOWER AND FLAVOR OILS 
Ar New Orleans, La San Francisco, Calif 
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NEW YORK 


) da or! Cliff Street 


[Telephones BEekman 3-1535-1536 


NATURAL « ARTIFICIAL 


FLOWER PRODUCTS 


AROMATIC CHEMICALS 
AND ESSENTIAL OILS 
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“Ah’s restin’ ..and fishin’ .. but 
mostly ah’s restin’..” Are your sales 
mostly resting, too? 


Your product needs a Salespackage 
in today’s active market. Perhaps 
you’ve noticed that many products 
setting a lively pace in sales .. are 
Salespackaged by Owens-Illinois! 
In your plans to step out after new 
volume in drugs and cosmetics, 
start right—with Owens-Illinois 
Salespackages for all your products. 
This assures the Sales-styling of 
container, label, closure and carton 
.. under the experienced eye of 
Owens-Illinois Complete Packaging 
Service. For full details get in touch 
with your nearest Owens-Illinois 
branch office. 


OWENS-ILLINOIS GLASS COMPANY 
TOLEDO, OHIO 





»e INSURE ENTHUSIASTIC CONSUMER 
AGGEPTANCE WITH APLI COSMETICS 


pe distinguished clientele APLI is privileged to serve 


reports sales increases for 1930 considerably in advance of 


the industry as a whole. 

Our customers unanimously attribute this gratifying 
result to the simple but vital fact that the uniformly supe- 
rior qualities of APLI lipsticks, rouge and other cosmetic 
specialties receive the enthusiastic acceptance of consumers. 

AMERICAN PERFUMERS’ LABORATORIES, Ine. 
Makers of the World's Finest Cosmetics 


114 FIFTH AVENUE, NEW YORK, N. Y. 
In Canada: 1015 St. Alexander Street, Montreal, Quebec 


PRIVATE BRANDS EXCLUSIVELY - PRODUCTS LIABILITY INSURANCE 


ROUGE SUPREME, brilliant tones of uniformly fine particles - LIPSTICKS APLI, super indelible and non-drying - FACE POWDER APLI, 


velvety textured, remarkably adherent - MASCARA APLI, non-irritating and tear proof - EYE SHADOW APLI, delicate, illusive shades 
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O help you enhance the beauty and 

intensify the character of a wide variety 
of perfumes, Givaudan chemists have devel- 
oped two new and highly useful floral base 
materials—Anthuria and Anthuria S.L. 


ANTHURIA possesses a fresh flowery note 
that lends added charm and distinction to a 
wide variety of compositions, such as Muguet, 
Jasmin, Sweet Pea and others. 


ANTHURIA S.L. is less expensive and imparts 
a fresh flowery note to lotions, colognes, 
creams and soaps. It is guaranteed not to 
discolor any preparation for which it is rec- 


ommended. 


You will find Anthuria and Anthuria S.L. ex- 
ceptionally well adapted to modern perfume 
composition. Samples, prices and further 
details will be sent you upon request. 


GIVAUDAN 


DELAWANNA 


80 FIFTH AVENUE, NEW YORK, N.Y. 
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THE 
MALLINCKRODT 
*MAIL BAG: 


1 understand that there has been 
some change in Quinine Sulfate since 


\ | last year. Can I still obtain the same 


type material that worked so well in 
the formula I developed last year? 


a 








y You can still obtain the same Quinine Sulfate as 
supplied you last year. However, 85 ounces of 
Quinine Sulfate U.S.P. XI (the new official ma- 
terial) will give you the same results as 95 
ounces old style Quinine Sulfate (no longer offi- 
cial), and there is no differential in your final 
cost. Quinine Sulfate U.S.P. XI has the distinct 
advantage that it does not lose water of crystalli- 
zation during storage. 
M.C. W. 
Deodorant manufacturers, attention! Our labo- 
ratories have just developed a chemical that is 
both an astringent and an antiseptic, yet non-irri- 
tating and non-staining. Write for an experimen- 
tal sample and further information. 
M.C.W. 
When mixing your Sodium Sulfite 
with Sulfonated Oils, a white pre- ~ | S F a n d S H | N F 
cipitate was formed.Is there any way 
I can overcome this? Be wise! Sunburn preparations, more often than not, are applied to 
We hove made solutions of cur Sodium Sulfee sensitive, burned, tender skin. The wise course for the manufacturer 
and added to it Sulfonated Olive Oils which we of such products, therefore, is to select ingredients manufactured to 
have in our laboratory, and do not find any more Son Salil lead a Lads 
turbidity produced than that which results from meet the highest medicinal standards. 
the oil itself when dispersed in water. - other Preventive, soothing, and healing creams, lotions and powders 
substances are added however, it is entirely pos- oe i , ‘ 
sible that such milky white suspensions might made from Mallinckrodt Quinine Sulfate, Oxy quinoline Sulfate, 
result; for example, traces of Sodium Sulfite or Benzocaine, Calamine, Zinc Stearate, Zinc Sulfocarbolate, etc. are 
Barium Thiosulfate. Since the Sulfonated Oils f Vs ; scold be adie ae S iii 
are ordinarily acid in reaction a separation of safe to use. Your reputation is guarded by an elaborate series of checks 
Sulfur would result. and rechecks established by over seventy years experience in dis- 
M.C. W. charging an obligation to the medical profession. 
Had it occurred to you that Calamine can be man- Iniformity in your finished products, and the know ledge that you 
ufactured in a range of colors? Our laboratories are selling the best possible preparations are the plus factors that 
are skillful in matching tints, but quantity lots = : ; ; i ; *: 
are necessary to hold costs within reason. Write any your policy of being wise. And best of all, there is no 
if you are interested. price penalty. 
MALLINCKRODT COSMETIC CORNER STONES FOR QUALITY BUILT PRODUCTS 
‘e 
Actp SALICYLIC BENZOCAINE ST. LOUIS NEW YORK 
MAGNESIUMSTEARATE RESORCINOI nee TORONTO \ 
NESIUM STE oh SINOL 
- _— PHILADELPHIA CHEMICAL WORKS MONTREAL 
BARIUM SULFIDE SILVER NITRATE 
ZINC STEARATE Acip TANNIC MALLINCKRODT CHEMICAL WORKS Ap-4 
Address nearest office—St. Louis, Mo., or 72 Gold St., New York, N. Y. 
HYDROGEN PEROXIDE ALUMINUM CHLORIDE E 
Please send me a copy of the Mallinckrodt Monthly Chemical Price List. 
Borax BISMUTH SUBNITRATE N 
: Pee cesta ages Saanich abalone a a 
i Acip Picric QUININE SULFATE SR aa ei a cil eu salt gl in a er OS a 
ZINC SULFOCARBOLATE City State 
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VANITY CASES e ROUGE CASES e PASTE ROUGE CONTAINERS 
LIPSTICK HOLDERS e EYEBROW PENCIL HOLDERS e BOTTLE CAPS e JAR CAPS 
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Pocover 


the STANDARDS of 
PARENTO QUALITY and 
PARENTO SERVICE 


Parento QUALITY never varies. And every Parento 
Product is always the finest obtainable for its particu- 


lar purpose at its particular price. 


Parento SERVICE is complete and authoritative. 
Our catalog lists many perfume raw materials and 
compounds for the successful preparation of fine 
extracts and toilet waters and for the perfuming of 


cosmetics, soaps and many other products. 


MOREOVER, our years of experience as counsellors 
qualify us to offer suggestions relative to both your 
perfuming and manufacturing problems. The entire 
facilities of our Research Department are always at 


your disposal. 


PARENTO PRODUCTS AND PARENTO SERVICE 


merit your immediate consideration. 


ommpague ATEW / Og WUC. 


Executive Offices and Laboratories 


CROTON-ON-HUDSON, N. Y. 


NEW YORK CHICAGO DETROIT LOSANGELES SAN FRANCISCO SEATTLE 
PORTLAND, ORE. TORONTO COLOMBES, FRANCE LONDON, ENGLAND 
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FASCINATING PERFUME 


intense « rich « lasting 


created by the “D & O” laboratories 
for use in PERFUME EXTRACTS 
FACE POWDERS +- TALCUM 
POW DERS « LIP STICK and ROUGE 
TOILET SOAPS 


Supplied in suitable form for all purposes, 


at prices from $4.00 to $36.00 per pound. 


H e ather is one of the leaders in 


our extensive line of popular perfume bases. 


SEND US YOUR INQUIRIES 


DODGE & OLCOTT COMPANY 


180 VARICK STREET ° NEW YORK, N. 


as 
BRANCHES: PHILADELPHIA BOSTON CHICAGO ST. LOUIS LOS ANGELES D&O 
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FABRIQUES de LAIRE 


Issy (Paris) Prance 
ESTABLISHED 1878 


In the American market we can offer to special advantage 


STYROLYL ACETATE 


(Phenyl Methyl Carbinol Acetate) 


STYRAX ESSENCE 


(natural derivative, delicate and uniform) 


IONONES - IRALDEINES - INDOL 
SCATOL - HELIOTROPINE AMORPHE 


> 


J. MERO # BOYVEAU 


with works in Grasse, Mougins and Polonghera 


ESTABLISHED — 1832 


BASIC NOTES 


for all modern perfume types will be found in our extensive line of 
SURFLEURS « EXTRAFLORS 
ODOROLS + ULTRAMARS 


Beautifully blended bases which may be employed as they are or combined as desired 


also ABSOLUTES «+ FIXODORS 


SOLE AMERICAN and CANADIAN DISTRIBUTORS 


DODGE & OLCOTT COMPANY 


180 VARICK STREET ° NEW YORK, N. Y. 


&O BRANCHES: PHILADELPHIA BOSTON CHICAGO ST. LOUIS LOS ANGELES 


&s 
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THE SCENT OF YOUR 
PRODUCT IS IMPORTANT 


=o SO IS THE CONTAINER 
























The scent is of prime importance in all cosmetics 
and toilet preparations. Consumers often judge 
your product by the scent—when purchasing it, 
when using it, when making repeat purchases. 
The wrong scent can spoil an otherwise perfect 
and superior product. e The same is true of the 
container and closure. If it doesn’t please the 
customer, on the counter and when the product is being actually used, it can be a major handicap in 
steady consumer acceptance. It may not be the right design to harmonize with other items on the 
dressing table; through use it may deteriorate in appearance; or it may lack that extra touch of con- 
venience so prized in this modern age of speed and smart utility. e¢ But the container has another 
all-important function. It must appeal on sight—winning initial purchases for your product against 
strenuous competition—even before the customers have had a chance to get a whiff of the contents! 
e Scovill has specialized in creating metal containers and closures that give undeniable sales appeal 
to cosmetics and toilet preparations. Thirty years of experience and research in this field alone is backed 
by a completely equipped plant and completely staffed organization of design, style and sales experts 
—which serve the exacting novelty and utility needs of the leading houses in this field. ¢ We will 


t gladly co-operate in the solution of your quantity-ordered container and closure problems—regardless 


SCOVILL 


MANUFACTURING COMPANY 


Drug and Cosmetic Container & Closure Division 


of how difficult and impossible’ they may seem. 



















SCOVILLE for an types 


of metal— Vanity Cases e Lipstick 
Containers e¢ Rouge Cases e Tal- 
cum Powder Can Tops e Loose 
Powder Containers e Perfume and 
Lotion Bottle Caps and Closures ¢ 
Atomizers e Cream-Jar Closures 
e Dispensers e Inhalers e Eyebrow 
Pencil Holders e Eye Shadow 


Containers e Mascara Boxes. 
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ARE FUNDS MOVING INTO 
INDUSTRY 2? 


With Government bonds sagging 
and the Treasury Secretary busily 
engaged in adjusting and readjust- 
ing the stabilization funds, and with 
interest rates trending upward, does 
it mean that banks and big industrial 
concerns are finding use for their 
resources and using what has been 
held “liquid” in Government bonds? 

If so, then even the shading of 
bond prices is secondary in import- 
ance to the fact that commercial 
loans are substantially increasing 
and capital getting back to work cre- 
ating business and employment. 


FOR THE SMELL OF IT! 


Among eight women at a bridge 
fight a few days ago, four of the 
ladies openly declared they could 
not afford perfume anymore. The 
other four quietly opined they use 
it very, very sparingly. 

Is this an aftermath of the depres- 
sion when women took pride in their 
economies? Or has perfume uncon- 
sciously come to be regarded as a 
super luxury? We mean quality 
perfume, of course. The chain store 
type of perfume pervades the sub- 
way. But when the social leaders of 
our middle class regards perfume as 
a luxury for only the truly wealthy, 
it is too bad. 

Have purveyors of quality perfume 
(not ultra but good in quality) fall- 
en down on their jobs? Good per- 
fume, properly used in an essential 
item to the well-groomed. And the 
well-groomed these days are not 
the wealthy but the self-respecting 
class—and it is growing in number. 


THINKING ON HIGH PUBLIC 
ISSUES 


The Court has the floor. And it 
seems to have palsied the floor ac- 
tivities of both House and Senate. 


There’s a well founded belief that 


much that is major in legislation 
will mark time until the Supreme 
Court issue is composed. 

It surely is a precedent shattering 
era. Much in tradition has gone 
with the wind. That the Court speaks 
only through its decisions has been 
the prevailing practice until recent 
private utterances and Justice 
Hughes’s letter to Senator Wheeler 
which, however, was a reply to a re- 
quest for specific information. 

Without undue passion, the Court’s 


functions are being analyzed and its 
place and sphere of action in our 
Government with the Constitution 
discussed. 

Convictions are being voiced. It is 
good to have our leaders publicly 
express their opinions and consider- 
ed judgments upon an issue which 
transcends politics or partisan divi- 


sions. 


HOW TO SELL THIS 
INDUSTRY 


Sometimes we make little out of 
much. 

Sometimes we do not fully appre- 
ciate certain factors in our own in- 
dustry—which are startling when 
set out cold. 

We think in terms of products 
and as a manufacturing industry. 
Of course it is. But, when a $200.- 
000,000 industry (or more) spends 
$35,000,000 in advertising (or more), 
it focuses attention upon a_ prime 
factor in the industry—advertising. 

Advertising is the life-blood of the 
industry. The people in Colgate, 
Hudnut, Harriet Hubbard Ayer, 
Yardley, Coty, Bristol-Myers and 
other houses are advertisers. They 
are advertising minded. They sell 
through advertising. They know ad- 
vertising. They merchandise with 
advertising. They get results from 
advertising. They believe in adver- 
tising. 

Verily, they are advertising con- 
scious. 

They are susceptible to advertis- 
ing. They can be interested by ad- 
vertising. 

And methinks, they can be sold by 
advertising. Just plain logical. 


THOSE BILLS? 


Regulation is the word of the 
hour. (It almost makes us forget 
taxation.) The Chapman Bill most 
favored by this industry is in the 
House Committee. The industry 
needs to support it. Each of us 
should do our personal bit with our 
Congressman and Senator. But 
don’t forget the Association has the 
main battle to fight in any legislative 
situation—and the main battle to fi- 
nance. 

The concentrated effort of the 
drive should be powerful and should 
strike hard. It costs money. Here 
is where we can do our “bit” with 
the best chances of serving ourselves 
best. 
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The beautiful Katharine Hepburn in a seene from RKO 
adios “Mary of Seotland’. She and many other movie 
actresses play a Sreat part in inlluenciné cosmetic fashions. 
How manufacturers can capitalize on their popularity is 
told by Miss Elizabeth Jane Hart on page 56 















Tuis study which 
proposes to explain certain new views 
of the preparation of face creams and 
of the cosmetic treatment of the skin 
must be complete and specific enough 
to get to the bottom of this very in- 
teresting and ever present subject. 
This effort to get to the bottom of 
the matter is the reason for its 
length and its tendency toward real 
practicality. 

A part of the subject matter of 
such a study has already been treat- 
ed in articles in this journal. Per- 
haps the recent articles on nutritive. 
hormonal and vitamin creams should 
have followed the preliminary studies 
which will be discussed in this series. 
In this and forthcoming articles we 
shall present a general and rather 
broad discussion of the entire sub- 
ject, study the oily or fatty raw ma- 
terials, touch upon special emulsify- 
ing agents and the technique of emul- 
sification, consider pearly creams, 
and finally offer a formulary cover- 
ing various types of preparations. 


General Discussion 

The growing empha- 
sis on scientific effort in the matter 
of applied cosmetics is evidenced by 
the adoption of more studied meth- 
ods. This fact is attested by the nu- 


April, 1937 


The American Perfumer - Cosmetics - Toilet Preparations 


Study of Cream Manulacture 


APRIL¢19357 





DR. FRED WINTER, leading European authority has prepared a 


series of articles on the manufacture of face creams. 
field has loné been considered outstanding. 


His work in this 
In this series he discusses 


raw materials, their effect upon the skin and upon the product, the use 
of numerous new materials, Sives complete instruction in manufaeturing 


and many type formulae for creams for carious purposes. 


In the first 


installment he deseribes some of the errors of the present day manufae- 
turer and begins a description and surcey of the fatty ingredients of 


creams. 


merous articles appearing in the pro- 
fessional literature on the subject of 
the preparation and application of 
cosmetics in the treatment of the skin. 
These modern methods are soundly 
based upon experience in cosmeto- 
dermatology; upon a deeper knowl- 
edge of the functioning of the skin; 
and, no less, upon a better under- 
standing of the effects of certain in- 
gredients in cosmetics of good qual- 
ity, capable of producing the greatest 
possible results, always considering 
of course, the individuality of any 
case so that it is more than a ques- 
tion of certain generally applicable 
fundamentals. 

To attain this, it is certain that we 
must correct some of the mistakes 


The next section will appear in an early issue. 


made by the exponents of the old 
school. The most important of these 
are the abuse of glycerine which was 
formerly considered a sort of cos- 
metic panacea; the disregard of the 
cosmetic properties of pure petrola- 
tum when used in an appropriate 
manner; and finally, the absolute 
neglect of the prime factor of the 
complex action of certain fatty sub- 
stances and their effects, which vary 
in any case depending no less upon 
mixing them in the correct propor- 
tions than upon their form. In other 
words, their efficiency depends in any 
case upon their natural anhydrous 
form or upon the form produced by 
a chemical or mechanical transfor- 
mation, represented by solution or 
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dispersion of the fatty substance in 
an aqueous vehicle in the state of an 
emulsion. 

This study, then, proposes to clar- 
ify along broad lines the trend of 
manufacturing processes in the prep- 
aration of modern creams from the 
viewpoint of a careful observation of 
all the factors capable of varying or 
directing as defined by circumstances 
the cosmetic effect envisaged in the 
use of facial creams. We begin the 
study by some consideration of the 
subject of glycerine. 


Idiosyncracy to Glycerine 


Without wishing in 
any way to deny the intrinsic cos- 
metic virtues of this product when it 
is used with knowledge and in a 
greatly diluted state, as among other 
uses, in the care of the skin of the 
hands (roughness, cracking, etc.) ; 
and further, without wishing to deny 
that a considerable number of facial 
creams with a glycerine base have 
found many enthusiastic users, we 
hasten to state that many people show 
a pronounced idiosyncracy with ref- 
erence to glycerine. In such cases 
glycerine becomes a really poison- 
ous substance and, even in greatly 
diluted state, it may cause irritation 
and damage to the skin. 

This well known idiosyncracy of- 
ten comes on suddenly and it has been 
shown that many people after having 
used face creams with a glycerine 
base for many years suddenly experi- 
ence its bad effect and are affected 
with inflammatory troubles of all 
sorts. These sometimes take a long 
time to cure although more frequent- 
ly they improve spontaneously when 
the glycerine preparations are aban- 
doned. This unfortunate action of 
glycerine, which, in the long run, is 
always a danger even for the un- 
broken skin which has not been ir- 
ritated by any other factor, is infall- 
ibly accentuated when a glycerine 
cream is applied to a skin, irritated, 
for example, by the sun or by 
unfavorable weather conditions, in 
short, to a skin subject to any inflam- 
matory irritation. 

Perhaps in our times we ought to 
find in this fact an explanation of 
the further fact that modern “out- 
of-doors” women have abandoned 
glycerine creams. They have found 
from experience that such creams 
cannot be used with impunity for any 
length of time, either for daily use 
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on the face or on the skin of any 
other part of the body to prevent or 
allay irritation caused by indulgence 
in out-of-door sports. It is, then, on 
this account that the modern, scien- 
tific school has very good, if not 
complete reason to abandon, or, at 
least, greatly to restrict the use of 
glycerine in the manufacture of facial 
creams. Further, it absolutely for- 
bids the use of glycerine in sunburn 
creams and oils designed to mitigate 
or prevent sunburn eczemas. The 
modern school also rejects the use 
of glycerine, at least in very large 
proportions in the preparation of 
shaving soaps and shaving creams. 
This rejection is because, aided by 
traumatic irritation of the razor, gly- 
cerine may cause particularly pain- 
ful and lasting eczematous erruptions 
on the freshly shaven skin. For the 
same reason the use of jellies, 
“against shaving irritation,” made 
with a very high glycerine content, 
has been rejected, such preparations 
running counter to their purpose of 
easing razor irritation. 
Parenthetically, it may be stated 
that, in some instances, the irritant 
action of the glycerine might be miti- 
gated or prevented by simultaneous 
use of petrolatum, cocoa butter, etc. 


Characteristics of 
Fatty Materials 


After having stated 
these facts, we continue our study 
with a brief explanation of the char- 
acteristics of the more important fatty 
raw materials and their cosmetic ac- 
tion. 

We shall treat this subject very 
briefly and touch upon it here only 
to point out some salient virtues of 
these fatty materials from the view- 
point of their use as essential ele- 
ments of modern face cream, with di- 
rect reference to the complex action 
of fatty mixtures and the variability 
of these effects depending upon the 
way the fatty materials react upon 
the skin. 

Generally speaking, the intensity 
of the cosmetic action of a fatty sub- 
stance corresponds more or less di- 
rectly to the degree of its absorbabil- 
ity by the glands of the skin. The 
application of fatty bodies, intended 
to combat senile flaccidity brought 
about by atrophy of the sub-cutane- 
ous tissues, is, in most cases, intend- 
ed to regenerate the sub-cutaneous 
cells which are threatened with 








atrophic degeneration. Thus, by the 
prompt arrival in the sub-cutaneous 
areas of fatty regenerative (nutri. 
tive) materials which are easily ab. 
sorbable, regeneration of the tissues 
is started. 

On the other hand in many cases, 
a more superficial action of certain 
fatty materials not so readily absorb. 
able is of equal value, perhaps on 
account of their substantive and es. 
sential activity and perhaps because 
of an auxiliary action to comple. 
ment the effect of the more easily ab. 
sorbable fatty bodies. Each of these 
actions may be accentuated or les. 
sened at will according to the form 
and proportions of the components 
of the fatty mixture. The two togeth- 
er determine the complex effect ot 
the cream in the sense that the deep. 
er action of the absorbable materials 
make the subcutaneous tissues firm- 
er and also give the skin the needed 
tension (turgescence), while at the 
same time the less readily absorb- 
able fats by their superficial emolli- 
ent action, give elasticity and the 
smooth texture characteristic of the 
youthful skin. 


(To be Continued ) 





NEW COMPANIES 
Rain Lab. Inc., New York, cos- 


metics, 200 shares no par value. 
Filed by Roy W. Cooper, 2 Rector 
St., New York. 

F. Reinitz & Co. Inc., Queens, N. 
Y., cosmetics, 200 shares no par 
value. Filed by Albany Service Co., 
315 Broadway, New York. 

Roban Laboratories, Inc., Middle- 
burg, Va., cosmetics and chemicals, 
400 shares no par value, and $10,000 
preferred. T. Walter Fred, presi- 
dent, Middleburg, Va. 

Tombarel Products Corp., New 
York, drugs, medicines. _ paints, 
chemicals, $20,000. Filed by Albany 
Service Co. Inc., 315 Broadway, New 
York City. 

Apex Drug & Cosmetic Shop Inc., 
New York, cosmetics, drugs, $2,000. 
Filed by Jacob S. Schneider. 128 W. 
66th St., New York City. 

Connor & Walters Co., Charlotte, 
N. C., perfume, cosmetics. and 
beauty and barber shop equipment, 
$10,000. Incorporators: J. E. Ben- 
nett, Elizabeth M. Bennett, and C. 
R. Smith, all of Charlotte. 

Beleano Co., Jersey City, N. J. 
toilet articles, 250 shares no par 
value. Filed by Corp. Trust Co. 
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THE TRIAL PAGhHAGE 


by RUTH HOOPER LARISSON 


Cosmetic Consultant and 
Package Designer 


THe trouble begins 
before you know it. It begins gener- 
ally at the time when you say to 
yourself or to one of the members of 
the company, “Let’s get out a hand 
lotion—-(or, dusting powder, or, sun- 
tan oil,”) or any one of the other 
hundred products which dot the pres- 
ent day toilet goods counter. Then, 
once you have decided upon the new 
product, you simply can’t wait until 
you see it on the market. You rush 
it through the laboratory, often be- 
fore it has been either properly or 
exhaustively tested. You rush it onto 
the assembly line. You rush the copy 
theme to your agency, demanding 
publication dates which leave no 
rom for careful planning or 
thinking. 

You never say to the chemist, “I 
want a trial product, and if it goes 
swell!—if it doesn’t—well, we will 
have had the fun of spending our 
money and making a monkey of our- 
selves in the eyes of the public.” You 
never say to the materials manufac- 
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Is On Trial For 


turers: “I want a trial package. Let’s 
try anything you have on hand and if 
we find out when the campaign is 
over that it worked we'll order more; 
but if it’s a flop, we'll change the 
package entirely or just its style, 
shape, size, closure, label, or what- 
ever element we decide to rule out.” 
You never say to your agency, “We 
only expect you to use test copy in 
this entire campaign—never mind 
about testing it first in limited areas 
to make sure—just go ahead—turn 
on the juice—shoot the works. We’re 
paying the bill and we’re big hearted 
—we can afford to make mistakes on 
a big scale and we'll slap you on the 
back and laugh it off if the whole 
thing goes up in smoke—we like 
holding the bag.” 

No, you never say these things. 
Why don’t you? Because you haven’t 
realized that from the first you were 
launching a trial product in a trial 
package. Maybe you decided that you 
were due for some lucky breaks. You 
just didn’t want to take the time, 


lts Life 


trouble or expense to make sure first 
—to confirm even, your own opinion. 

But when the product reaches the 
counter it’s on trial for its life! And 
when it doesn’t succeed in gathering 
thousands of customers in praise and 
repeat business you begin then to im- 
prove it. When someone points out 
an obvious flaw somewhere in your 
product or package you always an- 
swer blandly, “Oh, yes, we know, but 
we were in a hurry to get it on the 
market and that’s going to be taken 
care of shortly.” Yet in the mean- 
while the poor product—or package 
—is being judged by the jury of con- 
sumers and frequently being convict- 
ed to limbo. 

Your emergency measures for im- 
provement may come too late. The 
fact that those improvements are so 
essential will have handicapped the 
product already, built resistance and 
narrowed down its market. Only in- 
tensive promotion and expensive ad- 
vertising can possibly restore the op- 
portunity of its original chances for 
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Reviving a product at that 
stage is both risky and costly. We 
might suggest foolhardily when you 
consider that you could easily have 


success. 


least ac- 
ceptance before it ever reached the 


insured its success or at 


counter. 

Consumer confidence is not some- 
thing you should trifle with. If the 
public likes your line don’t let them 
down with a trial product for it 
weakens their confidence in an al- 
ready accepted line. If, on the other 
hand, the trial product or package 
represents your first offering to the 
cosmetic market you need to be dou- 
bly sure of yourself for you have no 
background of acceptance and con- 
sumer confidence on which to trade. 
You simply can’t afford to lose even 
once, 

The entry of the new product, or 
the old product in a new package, 
constitutes the most critical point in 
the entire history of that product. It is 
truly on trial for its life! I shudder 
when I think back at even a few of 
the “fizzles” which entered the mar- 
ket with such gusto only to end up in 
unidentified graves, unwept (except 
by the manufacturer) unhonored and 
Yet, still they come! The 
same thing being repeated month 
after month with little or no indica- 
tion of anyone profiting by anyone’s 
Why 
must so many cosmetic manufactur- 
ers park their common sense along 
with their hats in the outer office? 

Those of you, through perhaps no 
fault of your own, who have gone 
through this disappointing experi- 
ence, might sit down with a pencil 
and paper and figure up what it cost 
you in dollars and cents. Never mind 
the loss of prestige or consumer con- 
fidence for the minute. Now when 
you have that figured, think what you 
could have done with that money if, 
instead, it had been shrewdly admin- 
istered to promotion, advertising, ex- 
pansion of sales force or factory im- 
provements. Now you will get an 
idea what a trial package actually 
costs you! And don’t forget what it 
costs the public for they paid as 
much for your experiment as you 
paid yourself! 


unsung! 


else or his own experience. 


As to the public’s reaction, I can 
only reiterate what I have said about 
many other things: find out! Most 
manufacturers would be surprised at 
the number of customers who buy 
their products in spite of the pack- 
age. An enlightening and econom- 
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ical method of finding out would be 
to enclose a slip with one of your 
own packages, one which you are 
perhaps planning to repackage—bet- 
ter still—one which you think is just 
about “tops” as to its package. Have 
printed on the slip in attention-get- 
ting form a request for the custom- 
er’s opinion of your package. Ask 
her point blank, “Is there anything 
about this package which you would 
suggest changed? We value 
opinion and that of our other cus- 
tomers and want to give you the ut- 


your 


most satisfaction in our new package 
just as we have always given satis- 
faction in our product.” 

The old saying about the link and 
chain could be rephrased appropri- 
ately and would sound something 
like this, “A package’s appeal is 
only as great as its weakest element.” 
Then, when you look around at the 
packages on any toilet goods coun- 
ter you realize what a lot of good 
sales appeal is going to waste! 

The new packages which have been 
outstanding for their completeness 
and which signified in their very ap- 
pearance they were not thrown to- 
gether at the last minute, usually 
have a history behind them which 





goes something like this. When some. 
body first thought up the idea for the 
product and package—or new pack. 
age for an old product—everyone 
involved put their heads together and 
built the plan for it. Often times the 
chemist vetos some element of the 
package because he knows the prod. 
uct is not suited to it or that the use 
of the product will not be facilitated 
in it. The plan superintendent and 
manager of the shipping department 
need to pass on the package, its ease 
of filling, wrapping and packing, its 
potential hazard for breakage, and of 
course its shipping costs. The sales 
department and the advertising de- | 
partment, (generally chiding each 
other as to which is most responsible 
for a_ line’s together 
pretty well when it’s a new package 
under discussion and both of these 
departments have considerable 
knowledge and information to throw 
into the kitty. The advertising agency 
should figure in the picture at this 
stage because they have not only their 
knowledge of that line but of other 
lines with which they have worked 
closely and whose successes or errors 
they are familiar with. And not to 
(Continued on page 94) 
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ABSTRACTS FROM FOREIGN JOURNALS 


Under this heading are pub- 
lished brief abstracts of articles, 
both technical and general, from 
foreign journals in this field, to- 
gether with page and volume ref- 
erences. We cannot furnish com- 
plete copies of these articles or 
journals but will be glad to 
supply the addresses of the 
publishers upon request. 


Floradora, writing in Seifensieder 
Ztg., No. 44, p. 905, 1936, reviews 
the-new patents for aromatic chemi- 
cals issued. These include, American 
as well as foreign patents. “There are 


well over a hundred such patents 
described. 
b 
! 
i 


Josef Augustin, writes in Reich- 
stoff Industrie 11, p. 158, 1936, on 
the manufacture of lipstick. The 
melting point of lipstick should be 
between 55° C. and 65° C. A stick 
of medium stiffness has the follow- 
ing composition: ceresin 10, paraffin 
52/50 60, lanolin 5, and mineral oil 
25. Methods of manufacture along 


> acid. 


with proprietary 

»ounds and dyes are given. Formulas 
d 5 

for lipstick perfumes are included. 


h 


numerous com- 


The composition of dentifrices is 
reviewed in Seif. Ztg., No. 43, p. 882, 
1936. A popular type of paste has 
the following composition: 33 soap, 
25 calcium carbonate, 20 alcohol 95 
per cent, 15 clycerine and 3 benzoic 
Flavor for dentifrices are also 
given. Tooth powders are described. 
One of the formulas mentioned is: 
225 kaolin, 15 soap powder and 15 
prepared chalk. This article con- 
cludes a series on dentifrices, start- 
ing in a previous issue. 


b 


Cyclamen perfumes are described 
by H. M. Dumont, as translated by 
G. Gardel, in Soap, Perfumery & 
Cosmetics, October, 1936, p. 691. 
Cyclamen Persicum Odoratum is the 
only cultivated variety possessing an 


odor. 





The American Perfumer 


SPECIAL RECOGNITION: Something quite new and dif- 
ferent is this Elizabeth Arden “Blue Grass” toilet water 
container. Doubtless inspired by the hour-gla it is never- 
theless modern to the Nth degree. It has a square cut stopper 
of blue glass, and the blue label is printed in gold. It is 
packed in a cream colored suede paper box. lined with blue. 
which very gracefully opens in petal-fashion. 


CHRISTY: A lipstick to harmonize with 
every costume is the cry of fashion experts, 
and Christy has solved the problem very eco- 
nomically by the creation of a set of minia- 
ture lipsticks in five shades. What endless 
sales promotion possibilities there are for such 
a set, and we are glad to see that manufac- 
turers are beginning to realize the importance 
of tying in styles with cosmetics. These tiny 
lipsticks in black and silver metal cases are 
duplications of the full size container, and a 
numbered label on the bottom identifies the 
shade of the lipstick. 


MARY CHESS: Interest in perfume burners will undoubtedly be revived by 
the introduction of “Burning Perfume,” especially created for such burners. 
This house is offering a combination package of the perfume, available in 
several different odors, and a very handsome electric chromium burner. After 
the perfume is heated, it produces a delightful and lasting fragrance. The 
package is in the usual Chess style. 


CHANEL: As predicted in our “Pendulum” department, beige 
is one of the leading colors in Spring clothes, and Chanel is now 
featuring a new perfume which she calls “Beige,” inspired by the 


popularity of this color. The perfume comes in a low round bottle 
with glass stopper, enclosed in a beige dropfront box, lettered 
in black. This is quite a departure from the familiar Chanel 
packages, but is none the less smart and attractive. 
























BAUER & BLACK: This un- 
usual container was inspired by 
an old-type hand-blown whiskey 
decanter about the 
year 1800, now on display at 
the Toledo Museum of Art. 
The design has been moder- 
and adapted for a 
lotion container, 
inine hand in 
on the surface of 


produced 


nized 
and a fem- 
raised glass 


the bottle 


effectively suggests the use 
for the product. It is evi- 
dent that much _ thought 








and research has been given 
to the development of this 
package, and the result 
should be gratifying 
to the designers 
manufacturers. 
Owens-Illinois 


very 







and 
Bottles by 
Glass Co. 





D’'ORSAY: This line of cosmetics 
has been re-packaged in modern 
style with pleasing results. The 
packages glistening 
white, accented by a touch of 
black and gold in the band, 


now are 


and in the D’Orsay crest. 
which ornaments every item 
in the line. The face powder 
is scented with the com- 
pany’s perfume odors, and 
the rouge and lipstick are 


available in popular 


shades. 


many 















GABILLA: “Sinful Soul” is 
the name of this company’s 
odor, a heady pun- 
gent scent, offered in a 
triple strength toilet water 
which is called “Compose 
de Parfum.” It is packaged 
in an exceedingly smart 
bottle and the cork stop- 
per has a glass top. The 
neckband and _ label 
silver and blue. 


newest 






















are 


polish container is equipped with a white molded cap. 


























PARFUMS CHARBERT: The company’s new “Skyline” products for 
men come in black and silver packages. The container in which they are 
boxed is lined with silver, and the cover has New York’s skyline drawn in 
black. This makes an ideal counter display, and advantageously ties up the 
name of the line with the packages. 








YORK PHARMACAL CO.: Nail polish, hair oil and brilliantine have 
been added to this company’s line, and are similarly packaged in attractive 
fan-shaped bottles. The two latter items have brass caps, while the nail 


Bottles by Owens- 
Illinois Glass Co. 


HOUBIGANT: “Eau Flor- 


ale Concentree,” 





a concen- 
trated floral water having 
the lasting qualities of 
perfume and the refresh- 
ing elements of eau de 
cologne, has just been in- 
troduced for Spring and 
Summer use. It is offered 






























in four floral odors and 
comes in an_ hexagonal 
bottle with a decorative 


















white molded cap. 





DELETTREZ: This new 
cream, which the company 
claims has unusual cleans- 


ing properties, has just 
been put on the market. 


As other items in the line, 
it is packed in an opal jar 
with metal cap, and label 
printed in silver and ma- 
roon. A label on the back 
of the jar gives directions 
for using the cream. 


GERMAINE MONTEIL: This new 
beauty kit, containing all the essential 
preparations, is an ideal case for week- 
end use. The products are all in minia- 
ture duplications of the full-size Monteil 
packages, and the folding leatherette case 
is small and lightweight. The items are 
mounted on a removable platform, and 
there is space in the kit for a few per- 
sonal items. 


HIRESTRA: After much re- 
search and many tests, this or- 
ganization is sponsoring “En- 
docreme,” a preparation de- 
signed to eradicate and prevent 
wrinkles. It is handsomely pack- 
aged in a vase-like black jar 
and metal cap, which has a 
narrow gold edge and the name 
of the product printed in gold. 


RUBINSTEIN: New costume 
lipsticks to complement 
Spring accessories, are now 
available in many new 
bright colored cases, name- 
ly, Thistle Pink, Delphini- 
um Blue, Lotus White, 
Mimosa Yellow, Carnation 
Red, Licorice Black, and 
Gooseberry Green. These 
attractive enameled con- 
tainers are decorated with 
several silver bands 
around the base, and the 
various shades of lip- 
stick are offered in all 
the cases. 


GUERLAIN: Eau de co- 
logne is now offered in 
this very attractive and un- 
usual container. It comes 
in the popular “Shalimar” 
and “Mitsouko” odors, in 
addition to a new scent 
“Cachet Jaune” which was 
developed especially for 
this product. This pack- 
age is available in four 


sizes, 


THOMAS PRODUCTS: This nail 
preparation has just been re-packaged 
in an attractive black and white jar of 
molded composition. This jar is “air 
conditioned” and extremely lightweight, 
and the cellophane label in the front 
has embossed letters. A label on the 
bottom gives the many uses for the 
cream, 


BETTY WELLS COSMETIC (¢ “Tissuefane” is a 
new product for correcting and improving the skin on 
face and throat, and has already been successfully in- 
troduced on the coast. The bottles have attractive 
black and gold labels, and are enclosed in a beige and 
gold box, on which the company trade-mark is printed 
in brown and green. 


erent 


PEROXID HEMICAL CO.: “Sevilo” and “Vi-Jon” 
creams are similarly packaged in attractive little opal 
jars which may readily be used for pins, etc., after 

» emptied. A flexible rubber facial brush 
adds a strong sales appeal. Jars and cerise metal caps 
by Hazel-Atlas Glass Co. 


the jars 


REVILLON: Face powder is the latest item in the 
company’s cosmetic line, and a beautiful glass jar, 
fashioned after the style of the firm’s toilet water con- 
tainer, is offered in conjunction with it. The jar is of 
heavy clear glass and will make a smart decoration on 
the dressing table. 


SIVA: This popular powder compact with latex sifter, 
has been redesigned from a round case to a square one, 
and is a vast improvement over the former. The cases 
are gold metal, and the covers are available in a variety 
of designs and colors to harmonize with accessories. 








Hollywood—lI he 


New 


Promotion Source 


by ELIZABETH JANE HART, Beauly Editor “Photoplay ” 


By now it is an axiom that fashions 
are an inseparable part of the perfume and cosmetic 
business. Cosmetic lines, particularly, have exploited 
but will never exhaust this relationship. And perfumers 
are becoming more and more aware of the promotional 
impetus that fashions can give them; but there still re- 
mains to be done a thorough-going perfume-fashion cam- 
paign. So it is to the possibilities of promoting perfumes 
through fashions.—Hollywood fashions to be exact. 
that this article is devoted. 

Screen fashions offer a particularly fertile field of 
exploration for the perfume manufacturer for several 
reasons. In the first place, they are popularized by an 
efficient promotional machinery into which the perfume 
manufacturer can fit his own promotional plans with 
comparative ease. In the second place, women every- 
where are emotionally influenced by the clothes of screen 
stars and are readily susceptible to the acceptance of 
local store versions of these clothes. If perfumes were 
associated with these fashions, sales would overflow into 
the perfume department from the fashion departments. 
Thirdly, Hollywood fashions have a particular sort of 
glamour that could shed illumination indirectly on per- 
fumes. 

These last two points are so self-evident that it be- 
comes necessary to concentrate primarily on the first 
advantage. Therefore, if we explore the methods by 
which Hollywood fashions are publicized and merchan- 
dised, we will find our key to how the perfume manufac- 
turer can follow parallel or subsidiary channels. Per- 
haps the perfume manufacturer has often wondered how 
he can capitalize on that all-pervading, shaping force 
of Hollywood and has found himself at a loss to do so. 
Fashions, being more tangible than perfumes, offer him 
the opportunity of tieing in closely with them and, thus, 
bringing the Hollywood appeal to bear. 

One of the best examples of how this is actually being 
done is the method used by the Modern Merchandising 
Bureau which services approximately two hundred stores 
throughout the country with fashions derived from out- 
standing pictures. Window displays are created as a 
build-up for these productions and the fashions from 
them. Note for example, the “Mary of Scotland” fash- 
ions brought up-to-date so ingeniously by Walter Plunkett 
that they could be easily merchandised to the modern 


woman. And there is also the Rembrandt hat. 


Clothes and accessory manufacturers are so keenly 
aware of the sweeping trends incited by certain stars 
and pictures that they even anticipate Hollywood fash- 
ions before creating their own designs. Quite recently 
an important hat designer requested the movie studio 
to send him photographs of the hats that Garbo would 
wear in “Camille” because the hats created for Garbo’s 
screen roles have invariably swayed feminine taste to 
After “The Painted Veil” the 
rage was for Chinese hats; after “Anna Karenina” for 


an extraordinary extent. 
feathers and plumes: after “Camille’”—let’s see! 

Similarly, Photoplay Magazine furthers and, in fact, 
has long fostered the idea of popularizing the fashions 
of the stars. There is usually no attempt made to tie 
up these styles with definite pictures, which is amply 
taken care of by the Modern Merchandising Bureau. But, 
rather, certain approved fashion creations are photo- 
graphed as worn by outstanding stars. The private, as 
well as the screen lives of stars, are of tremendous inter- 
est to the idolatrous public. 

Just after all the publicity had broken on “Lost Hori- 
zon,” two hats (worn by the star Jane Wyatt), showing 
Tibetan influence were introduced in the pages of Photo- 


play. These were not the identical hats worn in the pic- 


Photos on this page 
courtesy RKO-Radio. 

Opposite Page: Top. 
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RKO-Radio; Bottom: 
United Artists. 


The American Perfumer 














ture but they were “inspired” by the picture. Thus 
do fashions often have their source in Hollywood. 

Granted that perfumes are much more intangible than 
the curve of a hat brim, the swing of a skirt, the ana- 
tomical location of a waist line, or any of the other de- 
tails that make up a definite fashion! Nevertheless, per- 
fumes must be made to serve the fashions of the day by 
associating themselves in spirit or mood, or else they 
fail miserably in mass appeal. The point is that they 
can associate themselves with fashions, particularly 
Hollywood fashions, in a much more tangible and fruit- 
ful way than has been done in the past. 

From observation, fashion displays probably tenant 
the windows of department stores throughout the coun- 
try approximately 98° of the time. When an entire 
window is devoted to nothing else except perfumes or 
cosmetics, it is an event. Similarly, other departments 
such as furniture, linens, china, etc., receive only a small 
fraction of window display space and time. It is quite 
true that perfumes are very frequently shown as acces- 
sories to fashion windows, but, when this is done, it 
usually is done so in a most casual and purposeless way. 
An attempt is very seldom made to key the perfumes to 
the fashions; or if the effort is there, it is not made ap- 
parent enough to the window shopper who glides over 
the perfume display merely as an attractive decoration. 

Why not make a beginning in this perfume-fashion 
correlation by determining through the Modern Mer- 
chandising Bureau, the pictures selected for country-wide 
retail promotion of fashions and then elaborate the 
agency's plans by suggesting to the stores that a certain 
perfume be displayed along with these fashions? 

Historical pictures are especially likely to influence 
styles. For instance, “So Red The Rose” and the forth- 
coming “Gone With The Wind” have excited a return to 
Civil War styles. These are being widely advertised as 
“Southern Belle” fashions and are having a great vogue, 
especially in evening dresses with lace and ribbon trim- 
ming, with ruched details, off-shoulder necklines and wide 
skirts. 

What sort of perfume would have been the choice of 
a Southern belle? “Jasmin,” everyone says in unison, 
and yet has anyone made an effort to have his special 
Jasmin attractively displayed along with the old South- 
ern fashions? The manufacturer might build his local 
cooperative store advertising on this theme, or he might 
suggest display card copy to his distributors, citing Jas- 
min as the perfect complement for such fashions. Or 
he might run his own special type of promotion on Jas- 
min at just the right psychological moment. 

“Bolero” is another production that left the perfume 
manufacturer apparently unmoved, and yet what sales 
wealth he might have mined! Bolero styles have sprung 
up everywhere, largely because of a sweeping fashion 
trend for Spanish-inspired clothes. So, even though the 
picture itself has come and gone, the perfume manufac- 
turer might still take advantage of that particular fash- 
ion by promoting a fragrance that is warm and bewitch- 


ing, tropical and romantic! The name, itself, might be 























































































used for a perfume if it is available; 
and, then it would become obvious to 
the store display managers that this 
perfume has been designed as a har- 
monizing accessory to bolero styles. 

With “Wedding Night,” simply 
beautiful joint fashion and perfume 
promotions could have been staged. 
In a window display featuring the 
type of wedding gown worn by Anna 
Sten, a perfume by the same captivat- 
ing title would have created a sensa- 
tion. And what endless copy possi- 
bilities it would have had! And what 
a perfect idea for a perfume to be 
purchased as a bride’s gift! Why 
not a “Wedding Night” perfume? 

The filming of a number of 
Shakespearian plays will undoubted- 
ly bring about their imprint on fash- 
To interpret the Shakespear-- 
ian era in fragrance, one needs but to 
go back over the famous bard’s plays 
to find innumerable references to 
flowers and their significance. Should 
some definite fashion trend be de- 
scended from Shakespearian cos- 
tumes, why not fit a perfume into 
that trend? In the window should 
appear a display card bearing an 
appropriate quotation from one of 
the plays, and the suggested fra- 
grance displayed in flacons with the 
clothes. Perhaps Elizabeth Berg- 
ner’s “Robin Hood” type of costume 
in “As You Like It” was the inspir- 
ation for the delicate toned suede and 
antelope jackets being shown this 
spring, and her jaunty hat the fore- 
runner of many that are similar. A 
woodsy fragrance is just the accent 
for such boyish togs. 

“Camille” has already brought back 
into vogue the off-the-shoulder neck- 
line. This quality of winsomeness 
and quaint picturesqueness translat- 
ed into a perfume would make a 
charming suggestion to the woman 
tempted into buying a Camille-like 


ions. 


gown. 

Dorothy Lamour wears brief equa- 
torial prints in “Jungle Princess.” 
Perfumes, as well as prints, might 
have a jungle inspiration and be cor- 
related with fabrics and clothes with 
a jungle motif. 

Almost any perfume manufacturer 
has creations in his line already that 
will fit the mood of fashion types 
mentioned above and many more film 
fashions to follow. It is only neces- 
sary to be alive to the possibilities 
of capitalizing on the trends started 
by Hollywood. Or, if a new per- 
fume is to be introduced, consid- 
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eration might profitably be given 
towards the selection of a name and 
type that permit a tie-up with a pro- 
duction, providing that the name will 
continue to have significance after 
the picture is forgotten. Hollywood 
fashions, because of their greater 


availability to women the country 
over as opposed to Park Avenue fash. 
ions available to only a select group 
of women, offer the perfume manu- 
facturer his cue. Let us hope that 
perfumers awaken to these great pos. 
sibilities! 


by Frederic S. Bailey 


{ } The customer asked for a jar of 
“Gracious” tissue cream. I watched 
the clerk place the eight ounce size 
on the counter. “I never buy that 
size jar any more,” she said. “It’s 
so much more economical, you 
know,” the clerk hinted. “Well, it 
looks economical but when I tried it 
before the last half of the jar got 
quite different looking and discol- 
ored.” “Perhaps you didn’t keep the 
cover on when you were not using 
it,” the sales girl suggested. The 
woman was adamant, and bought the 
four-ounce size. 
* * * 

“Anything the matter with the 
cream,” I asked the girl afterwards. 
“Nothing’s the matter with it but 
quite a few customers have made the 
same complaint. Yet the company 
insists that we try to sell the large 
size every time and some of the cus- 
tomers have changed to other creams. 
Most of them don’t even try to find 
out about it. They just think the 
cream and the company behind it 
have gone to pot and they buy some- 
thing else instead. You can’t con- 
vince them.” Then why do you push 
the large size every time?” I asked. 
“Orders,” she said and shrugged her 
shoulders, “They think we just don’t 
want to push it, that we think it’s 
easier to sell smaller sizes. It is 
easier in some ways, but I’d rather 
have the bigger volume, but when I 
sell the large size I don’t get repeat 
business.” She was definitely dis- 
couraged and I couldn’t much blame 
her. Probably a smarter girl could 
have handled the thing differently, 


but why expect that much smartness 
from a clerk with insufficient train- 
ing? As it stands, the clerk suffers, 
the customer suffers and the company 
suffers most of all. 


{ } The customer stopped at the 
“Morning Glory” counter and asked 
for “Sara Jane” preparations. “I 
want a bottle of ‘Sara Jane’ hand 
lotion, and a box of face powder, 
rose beige.” The “Morning Glory” 
clerk wrapped them up. I wasn’t 
much interested until a question on 
the part of the customer made me 
prink up my ears. “You have a lovely 
skin, what do you use,” she asked the 
clerk. Miss Jones smiled sweetly. “I 
use ‘Morning Glory’ products be- 
cause they agree with my skin and I 
like them. I wouldn’t change unless 
I were dissatisfied. Take my advice 
and stick to the same line as long as 
it gives you satisfaction. But here’s a 
new ‘Morning Glory’ product which 
is entirely different from anything in 
the ‘Sara Jane’ line that you might 
be interested in” . . . She made the 
sale. One has to admit that most sales 
girls can’t handle that kind of a situ- 
ation as diplomatically as Miss Jones, 
but they could all be trained in the 
right direction and many of them 
would make the grade. I remember 
some time ago hearing the same 
question asked of another girl in an- 
other store and she answered frankly 
that she used the products because 
she worked for the company and 
they expected her to. P. S. she didn’t 
make an additional sale! 
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SALESMEN! 
WELCOME TO HALE BROTHERS 


“Your calling upon us is greatly 
appreciated, and we want your visit 
to be a pleasant one, taking as little 
of your time as possible. Obviously 
we have to observe buying hours so 
that we may also serve our custom- 
ers, and we know we can count on 
your cooperation. 

“In case you don’t receive the at- 
tention to which you are entitled, 
please let the management know. 

“Cordially, 
“HALE BROTHERS 


San Francisco” 
































g Believe in: 


and should be used together - - 












Ig Believe 


helpful to my guests-- 






I Believe 


remark about our competitors. 


April, 1937 


My Demonstrators Creed 


—S 


The purity of Merle —Nownan Cosmetics, and know--- : aa paiaiceagi a 


THAT the Cream, Mira-col, and Powder Base are essential 
THAT only a clean skin is a beautiful skin-- 


and THAT the REGULAR use of the A lerle —Vownan 


method will make a beautiful skin-- and 


THAT | should always endeavor to be courteous, kind, and 


THAT | must be neat and clean in my personal appearance 


and sanitary in my work and studio--and although 


THAT Merle —Vownan Preparations are the very best-- 
THAT | need NEVER, and WILL NOT make a disparaging 
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In the course of our journeyings 
we have found other statements like 
the above in other sample rooms, 
and found the creed expressed there- 
in pretty well carried out, too. But 
in many stores listed buying hours 
seem to be the time set aside for the 
buyers to absent themselves from hu- 
man ken. 


about in those department managers 
meetings that come so often. Of 
course we suspect that the sole sub- 
ject oft reiterated is cancel buying 
and reduce stocks, but if by any 
chance our conjecture is erroneous 
we can think of at least three stores 
whose Chief Pooh Bah could with 
profit to himself and the vast enter- 
prise he controls broach such a creed 
as the one which makes Hale Broth- 
ers one of the first ports of call for 
salesmen on the Pacific Coast terri- 


Wonder if somebody on the inside 
of department store practice will tell 
us whether such heart-on-sleeve re- 
cordings are called to the attention 


of those most concerned and _ their tory. 
observance urged? We've wondered 
sometimes what they find to talk READING FOR PATRONS 


And speaking of creeds, the illus- 
tration shows one that Merle Norman 
supplies to the holders of its fran- 
chises, embossed on heavy stock 
ready for posting before each chair 
in every beauty shop holding a Merle 
Norman franchise. 

Demonstrators may soon join the 
auk and the dodo, or they may not, 
but regardless of what happens to 
demostrators themselves the meat in 
this creed is good feeding for all of 
us in a business so highly competi- 
tive as toilet goods. 






































Japan’s Production 
Increases 


Toilet soap, toilet cream, perfumed 
water, and hair oil production in 
Japan are making considerable ad- 
vance due to improvement of qual- 
ity, according to unofficial sources. 
Domestic products are now covering 
most of the demand as well as being 
exported abroad in larger quantities. 
A study of the tastes of various mar- 
kets of the world is being made by 
the industrialists with a view to in- 
creasing foreign sales. Total pro- 























duction reaches about 50,000,000 
yen, of which 4,500,000 yen is for 
export. 
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By E. Leonard hoppel 


1 ) We could call this 

FAMILY GROUP caners snot: vapor 
trait in Economy". 

For it is the reproduction of a model group we 
constructed on the basis of low-cost production. 
Proving that the designing or redesigning of a conm- 
plete line does not necessarily mean tremendous 
expenditures. The theory of working drawings for 
this family group can be laid out to require very 
little plate work. 


The color scheme is gold and deep burgundy 
on ivory stock. 
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OVAL TUBE 


A Designer's Paradise, with its 
properly proportioned frontage, 
yet the engineer's nightmare, with 
its extremely difficult problems 
to solve. 


And when the time comes that these 
obstacles are overcome, the added 
merchandising value of the result- 
ing tube will be well worth all 
the efforts. 
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POWDER PUFFS 


Here is a powder-—puff dispenser 
that can be produced in covered 

fibre board, or lithoed tin. In 
either instance the top is metal 
with a plastic knob. 


The slot cut out half way around 
at the bottom of this unit, 
enables Miss Consumer to take 
out clean powder-—puffs conven-— 
iently whenever she needs them. 
Ideal for the guest room. 


A corrugated disc in the bottom 
prevents the puffs from dropping 
lower than the opening. 


Editor's Note:—T hese de- 
signs are copyrighted by 
this magazine but are avail- 
able to any cosmetic manu- 
facturer upon request. Coop- 
eration of our staff design- 
ers may also be arranged. 











AN OUTDOOR FANTASY 


by A. T. FRASCATI 


Ourvoor per- 
fumes are becoming popular. More 
specifically, they have been named 
“Sports Perfumes” by the couturier 
houses, a most descriptive title, as 
“Sports” immediately brings to mind 
outdoor play. With women ventur- 
ing more and more into outdoor 
sports, both as participants and spec- 
tators, nothing is more logical than 
that the perfume should follow her 
and be designed especially to suit 
these occasions. The increasing in- 
terest in outdoor perfumes is evident 
in the new products brought out by 
the leading perfumers, in the advertis- 
ing and chit-chat columns of the fash- 
ion magazines and other manifesta- 
tions that show the trend. 


The outdoor perfume 
is still not very familiar 
to the public and has not 
become stereotyped. Once 
such stylization takes 
place it casts a stifling in- 
fluence upon the whole class and be- 
comes the bane of perfumers. It 
spells sterilization of ideas. The con- 
tinual demand will be for one just 
like the most popular seller and lit- 
tle opportunity will be afforded the 
perfume blender for any novel idea 
his creative ability may invent. 
While the outdoor perfume is still 
in the flux, the writer wishes to of- 
fer a few ideas to the industry of 
creative perfumery hoping he may 
aid in the evolution of several types 
before standardization sets in. We 
might call our subject “An Outdoor 
Fantasy” imagined while musing un- 
der a tree on an April afternoon. 


The thought of an out- 
door perfume and all the 
impressions of the open 
spaces of the country it 
evokes, is an intriguing 
idea to a perfumer. We 
have, in the past, had compositions 
representing fields of clover, new 
mown hay, virgin forests and clam- 
bering woodbine. Why not a sym- 
phony of the whole outdoors now 
such as our noses would experience 
if we rode over fields, meadows, run- 


" 
—_ 


ning brooks, hedges, passing by gar- 
dens and groves of trees? What we 
will describe is but one person’s con. 
ception of this panorama but it is al- 
most infinitely adaptable to anyone’s 
desires, reactions and ability to ex. 
press the mood. No attempt can be 
made within the scope of this article 
to probe its possibilities to the ulti- 
mate. Nor will we try to describe 
any particular product now on the 
market or mention any perfume spe- 
cialties belonging to a_ particular 
house however useful they might be 
to our object. We will confine our- 
selves to the general principles in- 
volved and only the various elements 
from which an outdoor perfume might 
be constructed. 


The term “outdoor” to 
most people, would sug- 
gest late Spring, or early 
Summer. True, some of 
us do not take our vaca- 
tions or otherwise partic- 
ipate in the pleasures of the outdoors 
until somewhat later, but the Spring: 
Summer period is so much more in- 
teresting to youth in love, to the real 
Nature lover and particularly to per: 
Then, the air becomes laden 
with a medley of sweet and fresh 
odors that give the perfumer genuine 
ecstatic thrills. Such definition of 
the outdoor period becomes useful in 
our theoretical compounding of the 
sports perfume upon which we now 
proceed. 


° 


fumers. 


What is most typical 
of the outdoor odors at 
such a season of the 
year? One may reply of 
course, that it depends on 
the locality of the partic- 
ular olfactory response of the indi- 
vidual. It can, nevertheless, be cor- 
rectly assumed that most of us asso- 
ciate the perfumes known as fougere, 
lavender, eau de Cologne, new mown 
hay and clover with such scenes. But 
these odors have all been well done by 
perfumers before this and no special 
skill is required to make one more. 
Moreover, we do not class them defi- 
nitely as perfume extracts as much 


Sketches copyrighted by Lentheric Inc., and used through courtesy of that company. 
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as we do toilet water, tonic and after- 
shaving lotion odors. Woody, spicy, 
floral and balsamic odors are, on the 
other hand, accepted as suitable for 
wear as perfumes. But let us note 
that the latter all occur in the out- 
They are as much a part 
of the various scents that strike the 
olfactory nerves as we take our fanci- 
ful ride through the country, as the 
first group mentioned. 


doors too. 


It is a most 
logical idea, then, to construct our 
outdoor perfume by combining the 
elemenis of one with the other, to 
mix lavender and fougere with floral 
notes and add spices and woods for 
warmth and finish. Below are listed 
three columns of odor notes from 
which a perfumer can choose to form 
the ensemble of an outdoor or sports 
perfume according to this conception: 


Sub- Top and 
Dominant Dominant Base Notes 
Fougere Lilac Foliage 
Lavender Jasmin Earth 
Hay Rose Moss 
Clover Narcissus Wood 
Hawthorn Carnation Smoke 
Heather Orange Blossom Leather 


» While the 


OY 


floral ele- 
ments are placed in the 
middle *“Sub- 


fp’ ‘\. Dominants,” they should 


nevertheless form. the 
/ 


i main portion or body of 
the perfume. Practically any com- 


group as 


bination of these flower notes will 
make a_ pleasing base. 
other 


Numerous 
variations are possible for 
there is no law that restricts us to 
those named. Interesting basic mix- 
tures can also be composed by intro- 
ducing other flowers such as muguet, 
gardenia, heliotrope, tuberose, hya- 
cinth or whatever may strike one’s 
fancy. 

The first group gives 
the dominant note of the 
composition and adds the 
peculiar touch that makes 
it “outdoorish.” These 

\ odors. however. have so 
special a character that, while we are 
to make them “dominant” in an ol- 
factory sense, they must actually be 
used in a smaller proportion quanti- 
tively. As every perfumer knows who 
has, for example, employed lavender 
in a floral theme, small quantities are 
sufficient to dominate the floral notes 
and impart their own individual 
character to the whole. Lavender, 
fougere and hay are the most useful 
of this group but also the most dif- 
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ficult to incorporate due to their in- 
trusiveness. The rest are more easily 


manipulated. 


The last series indi- 
cated as “Top and Base 
Notes,” for lack of a more 
offers 

many opportunities for 
pe the perfumer to display 
Here the 
perfumer can impart his personality 
to the creation. Taking foliage first, 


descriptive name, 


his skill and imagination. 
oS 


today one has many substances to se- 
lect from, chiefly aromatic chemicals, 
to represent the green leaf odor. With 
the leaf odor, we include vegetable 
odors of all kinds, twig, stem and 
bark odors. 
smell like 


green willows, melon and cucumber 


We have chemicals that 
violet and elm leaves, 
rind and even mouldy and swampy 
vegetation. For earthy odors like that 
of a cave, forest subsoil or a newly 
upturned field, there are the various 
characteristic musks, ambers and am- 
bergris, the resins, particularly lab- 
danum and, of more recent invention, 
the odor of mushrooms. Mosses are 
simulated by many oakmoss and oth- 
er lichen extractions of excellent 
quality and odor value. Woody and 
balsamic characters are abundantly 
available in the different 
woods. cedars, cypress, various ty pes 


sandal- 


of coniferous oils and the many 
ionones. 

Smoke is not only vis- 

NY ible upon the 

landscape but 

character to the ensemble 

of odor that strikes our 

Styrax, birch-tar. 


country 
adds its 


° senses. 
cresols and certain quinolein esters 
suggest the effect of burning hickory. 
oak and pine logs. 
skillfully imitated today by many 
fine preparations on the market. It is 
used with caution in our experiments 


Leather is very 


as its odor is so powerful and dom- 
inating that many perfumes will not 
tolerate its addition excepting in 
small doses without “drying up” and 
Leather is be- 
coming more in vogue and is well 
adapted for the perfume we are con- 
sidering, providing you can obtain 
the happy blend. For the specially 
horse-minded, who like the smell of 
the saddle and other trappings, and 
that of the horse too, we incorpo- 


losing their floralcy. 


rate delicate touches of cresol esters, 
add such animal-like odors as the 
absolutes of castoreum and _ labda- 
num, or enlarge the quantity of Ton- 


quin musk in our combination. This 








Certain 

individuals do find such odors pleas- 

ing and it is our aim to point out 
how such effects can be obtained. 

Under = special 

we might add tobacco and 

water. There are both nat- 

ural and synthetic tobac- 


is not written facetiously. 


notes, 


co odors available that 

will give a special cachet 
to the perfume. You will say that 
water has no odor and has no place 
in our outdoor composition. But 
how many have not cocked their 
heads to the breeze and smelled 


Water! Certain aliphatic alcohols 
and aldehydes, the esters of the high- 
er alcohols, light additions of methyl 
acetophenone and benzaldehyde, and 
traces of melon and cucumber odors 
can give the illusion of fresh or salt 
water coming on the breeze. 
ry 
o With all these ideas 
for an outdoor perfume 
at hand, the most difficult 
task still remains for the 
\ perfumer. It is to blend 
p \ it properly. That calls 
for ingenuity! 


hy MAISON G. deNAVARRE 


@ BULLETIN The latest bulletin 
is No. 4, “Absorption Bases.” Nine 
more pages of data never before pub- 
lished under one cover. Absorption 
bases are grouped according to type. 
Trade names are given. Prices last 
quoted are included. 
using are published. 


Formulas for 
Patent refer- 
ences complete the bulletin. Simply 
drop a postal card to The American 
Perfumer, asking for Bulletin No. 4; 
it is free to readers. 


@ SOLUBLE VITAMIN DBD One 
supplier offers an alcoholic solution 
of vitamin D, containing 10,000 units 
per gram. This product stays soluble 
in water, and as little as 15% alco- 
hol is sufficient to keep a clear solu- 
tion of the vitamin. Now you can 
make a vitamin D skin tonic, or shav- 
ing lotion or gummy hand lotion. 
Products such as hair tonics, astrin- 
gent and special medicinal lotions 
can be vitaminized with this material. 
It is inexpensive and available in any 
desired quantity. 


@ RANCIDITY O:/ & Soap, the 
well known American contemporary, 
has two interesting articles on differ- 
ent handling of the rancidity prob- 
lem. Harris and Welch show how the 
agents in rancid oils, responsible for 
the Kries test for rancidity, can be 
removed by treatment with adsorp- 
Roschen and Leh- 
mann, in another article, discredit 
the Stamm reaction for determining 


tive charcoals. 
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rancidity. They do find though, that 
the reaction as modified by Korpaczy, 
is useful for testing lard and beef fat, 
but inapplicable for vegetable, seed 
and marine oils. 


@ DILUTION PROBLEM Every 
now and then, a small manufacturer 
asks about diluting alcoholic solu- 
tions to arrive at a new alcoholic 
strength. It is easy if you know how 
to alligate. Keep your figures con- 
stant, that is, by volume or weight 
Here is a typi- 
cal problem: “Given a 20 per cent 
solution of alcohol. How much 
straight 95 per cent alcohol must be 
added to give a final dilution of 33 
per cent alcohol.” 


as the case may be. 


If anybody is in- 
terested in the solving of this prob- 
lem, we'll publish it. 


@ ALLERGENS One of the com- 
monest questions asked me is, “what 
can be used to make non-allergic 
cosmetics?” Anyone knows there is 
no absolutely non-allergic substance. 
There are some, however, that pro- 
duce fewer irritations than others. 
Some common allergens (irritating 
substances to predisposed individu- 
als) are: Boric acid, amyl acetate, 
cocoa butter, citronella oil, coconut 
oil, ethyl acetate, oil cassia, balsam 
peru, stearic acid, witch hazel and 
vanilla. These are taken from Dr. 
Weber’s table of irritants mentioned 
in the March Perfumer in this col- 


umn. Other irritants or allergens 


are: lanolin, sweet almond oil, 
methyl heptine carbonate, hydroxy. 
citronellal, phenol, lanolin, bromo 
acid, eosin, starches, orris root and 
extracts, quinine, oil bergamot, re- 
sorcinol certain dyes and color lakes, 
phenyl acetaldehyde, benzaldehyde, 
sulfides, hair dyes and a long list of 
others. 


@ NON-ALLERGIC MATERIALS 
Among the so called non-allergic 
materials are the following: glycerol 
monostearate, stearates in ordinary 
vanishing cream, talc, cetyl alcohol, 
mineral oil (anthracene free), sper- 
maceti, paraffin, ceresin, ozokerite, 
zinc and magnesium stearates, kao- 
lin, zinc oxide, titanium oxide, cala- 
mine, beeswax, castor oil, distilled 
water, absorption bases, petrolatum, 
high grade sulfonated castor and 
olive oils, and others. Additional 
materials will be published from 
time to time. KEEP IN MIND How- 
EVER, THAT THERE IS NO MATERIAL 
THAT IS 100% NON-ALLERGIC. 


@ MOULDY HAND LOTION = Sev- 
eral well known gummy hand lotions 
were tested for presence of moulds. 
All contained these, and some in pro- 
fuse quantity. National advertisers 
ought to see the need for making 
such products “sterile”. Ordinary 
technique cannot overcome mouldi- 
ness. Special materials and process- 
ing will give desired results. 


@ ABSTRACTS Taub & Zakon 
report the inefficiency of unsaturated 
oil (vitamin F) in benefiting eczema. 

. U. S. Patent 2,052,164 describes 
the use of up to 2% stearic acid to 
prevent foaming of emulsions. .. . . 
Randa describes a rapid method for 
the determination of glycerine in 
. . Watch the progress of 
emulsified liquefying cleansing 
creams. 


soap. 


@ MATT EFFECT Oftentimes a 
lusterless or matt effect is desired 
from creams on application to the 
skin. Greaseless creams help give it. 
Sometimes not to the degree desired. 
Now, a New York supplier offers a 
special product with pearly appear- 
ance, odorless, neutral, water insolu- 
ble and non-irritating. When 10% is 
added to ordinary stearate creams, 
this desired matt effect is produced. 
The material is added to the finished 
cream, then thoroughly mixed. 
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THE INDUSTRY'S MOST IMPORTANT JOINT 
ACTIVITY. 


Regardless of the Excise Tax, Copeland Bill, 
State legislation, and other important matters 
requiring joint action, the work of the Board 
of Standards is the most important joint or 
Association activity. Its co-operation on all of 
these problems is vital to the progress of the 
industry and its activities should be expanded 
during the coming year. 
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REGARDLESS of what may be the fate of the trade 
practice rules, offered by the Federal Trade Commission 
for the consideration of the industry, it is evident that the 
attitude of the Commission toward the industry’s present 
methods is decidedly against that of those who wish to 
proceed along the old lines. The list of Group I rules, 
which may be interpreted as those on which the Trade 
Commission believes existing law gives it the power to 
act, covers most of the disputed practices which have 
split the industy into more or less opposing camps for 
many years. Even without the promulgation of rules 
by the Commission, it is evident that that body is going 
to do something about the distributive situation. It did 
not await rules to cite some very important members of 
the industry for following certain ancient and well estab- 
lished distributive practices. 

Prospects at the moment are not too bright for passage 
of a Federal cosmetic regulatory act. The Copeland Bill 
seems likely to have very rough going in the House and 
none of the other measures now before that body is given 
better than an even chance of passage. But failure of 
such a bill will not relieve the industry entirely and 
permit it to go on just as before. Pressure of public 
opinion together with such action on labeling and adver- 
tising as may be permitted under the Federal Trade Com- 
mission Act and the Robinson-Patman Act are bound to 
affect the practices of the industry more and more during 
the next year or so. 

Hence it is fortunate that the manufacturers of cos- 
metics and toilet preparations have already successfully 
launched a program of self regulation for the industry. 
That the Board of Standards is already in successful op- 
eration is evidenced by the interest which greeted its an- 
nouncement that it would take up the vexing vitamin and 
hormone question with a view to determining what the 
attitude of the industry should be toward these newer cos- 
metic materials and the claims which might justly be 
made for them. 
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The legislative program of the industry, its trade mark 
work and other activities, all of which are quite worth 
while, have taken much energy, time and money this year. 
None of these things, however, is more valuable to the 
stability and progress of the toilet goods business than is 
the work planned by the Board of Standards. That body 
can save the industry more trouble and more actual. 
money than is at present paid out annually on the excise 
tax upon which so much energy is quite rightly expended. 
In fact, the difficulties of the excise tax will seem to be 
minor matters if we should get a cosmetic bill and find 
the Department of Agriculture as well as the Federal 
Trade Commission actively interested in our products, 
our labels, our advertising and our selling methods. Ask 
any member of the Proprietary Association if this is not 
a fact. 

In our opinion, the work of the Board of Standards is 
the most important activity of the Toilet Goods Associa- 
tin at the moment. It should be developed and broad- 
ened still further during the coming year. No considera- 
tion of the unusual expense of other Association activities 
should be permitted to interfere with this most important 
work. 


WHAT HAS HAPPENED TO THESE 
IMPORTERS? 


Imports of perfumery and toilet waters includ- 
ing bay rum amounted to only more than half 
a million dollars in 1956. Total imports of 
soap and toilet preparations in finished form 
were a little over one and one quarter million 
dollars. What sort of a story does this make 
for the “importers”? Shouldn't they think up 
a better one? 


IMPORTERS of perfumery, soap and toilet preparations 
during the year 1936 brought in goods valued at $2,810,- 


989 of which a great deal more than half were imports 
of raw materials. The actual total of imports of finished 
goods from all countries was $1,229,953. Of this $515,- 
356 consisted of perfumes and toilet waters including bay 
rum. 

In the same period, sales of toilet goods including 
soaps by manufacturers and importers amounted, accord- 
ing to most reliable estimates, to well over $200,000,000. 
Thus imported goods, finished abroad were not much 
more than one-half of one per cent of the total business. 

All of the foreign influence in advertising, labeling, 
selling and promoting toilet goods thus seems to rest 
upon a very flimsy foundation indeed. Truly “how 
great a matter a little fire kindleth.” 

We have no quarrel whatever with the importers or 
even with those who often pose as importers. In fact, we 
love them like brothers for they have done a great deal 
for the general good of the industry. At the same time, 
we wonder if a rude awakening is not in store for the 
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whole industry when and if the consumers find out that 
their “Paris” and “London” perfumes and cosmetics are 
only slightly infected with the germ of the Rue de la Paix 
or of Old Bond Street. 

Isn't it almost time for the “importers” to think up a 
better story? 


SUPPORT THE CHAPMAN BILL 


Mr. Copeland's Food & Drug Bill has passed the 
Senate without material amendment. There 
will, however, be keen opposition to it in the 
House. It is a thoroughly bad measure and 
most of the House bills, of which there are five 
thus far, are also unsatisfactory. Mr. Chap- 
man’s bill is the good bill which was passed by 
the Senate last year. It should be supported 
by this industry. 
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Tue Copeland Bill passed the Senate early in March 
without formality of a record vote. Senator Borah spoke 
strongly against the injunction enforcement provisions 
Mr. Borah is well 


equipped to envisage the dangers of such an unusual 


as he might have been expected to. 


proposition as the enforcement of criminal statutes by in- 
junction. Senator Moore introduced a substitute in the 
form of amendments to the Wiley Law, said to be pro- 


posals of the New Jersey Medical Society, but he was not 


REVIEWS OF TECHNICAL BOOKS 


COMPILATION OF Laws I/nsert 


teration, medical and practical value, 


sufficiently familiar with his subject to make the best 
of the many points which would seem to favor amend- 
ment of the existing statute instead of enactment of an 
entirely new law. 

The matter is now before the House where no less 
than five proposals have been introduced. Best informed 
Washington opinion is that the Copeland Bill has little 
chance in the House. This is fortunate for both industry 
and the public. It is a thoroughly bad bill from both 
points of view. 

Among the House proposals, the best seems to be the 
Chapman Bill (H.R. 300) Representative Chapman here 
proposes practically the identical bill which was passed 
by the Senate last year and had previously received com- 
plete approval by the Toilet Goods Association and the 
manufacturers of toilet preparations. 

The Chapman Bill is an excellent bill. It would regu- 
late cosmetics and advertising in a reasonable way. It 
would leave the burden of proof, which Mr. Copeland 
seeks to place on the manufacturer, on the government 
where it has been for twenty years under the Wiley Law 
and where it belongs in any criminal statue. 

We again urge manufaciurers in our industry to sup- 
port the Chapman bill and to strenuously oppose Mr. 
Copeland’s ill conceived measure. The industry needs a 
regulatory measure and it deserves one which will pro- 
tect the public and be fair to the cosmetic business. Mr. 
Chapman’s measure fulfills both of these requirements. 
The Copeland Bill does neither. 


vised in the light of duty changes oe- 
casioned by the trade treaties and in- 
asmuch as this section is not only 
the most important but the most vol- 
uminous as well, the work entailed 
in the revision can be appreciated. 





Sheets for 1936. Standard Remedies 
Publishing Co., Washington, D. C. 
Insert sheets bringing the digest of 
state and Federal laws relating to 
foods and drugs have been issued, 
covering developments during 1936. 
They are to be inserted in the stand- 
ard loose leaf volume issued last 
year. Complete and definite instruc- 
tions for inserting them are included 
with the sheets. 


Dit Harze. A. Tschirch and Erich 
Stock. Third revised edition. Band I. 
418 pages, illustrated. 6°," by 104%”. 
Gebruder Borntraeger, Berlin, W 35. 
In German. Paper bound, 47.25 R. 
Marks, bound 52 R. M. 

This book is a revision of an earlier 
edition (1906), to which additionual 
material has been added. Nine chap- 
ters cover among other subjects, for- 
mation of plant excretions, obtaining 
of resins, properties of resins, adul- 
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statistics, etc. Little change appears 
in the theoretical portion, but the an- 
alytical section is thoroughly mod- 
ernized. A complete scholarly pres- 
entation of the resins, and most use- 
ful to chemists in this field. 


M. G. de N. 


|} Custom House Guipe, 75TH An- 
NIVERSARY IssuE. 1500 Pages. Cus- 
tom House Guide, New York, 1937. 
Price $15.00 which includes monthly 
supplements to keep the book up to 
date. 
The work of compiling this encyclo- 
poedia was tremendously complicat- 
ed this year by the reciprocal trade 
agreements concluded by the United 
States with numerous foreign coun- 
tries. It is for this reason, as well, 
that the editors have included with 
the book the monthly supplement 
The entire tariff section of 
the volume had to be completely re- 


service. 


In addition to the familiar features 
of the book, there has been included 
a section which gives the trade treat- 
ies, fourteen in number, in extenso. 
Following it is an alphabetical list 
of commodities covered by the tariff 
act along with the new rates arising 
out of the treaties and the text of the 
1930 tariff act with those sections 
modified by the agreements especial- 
ly noted. 
given in full and descriptive and sta- 
tistical matter relating to ports of en- 


Customs regulations are 


try are also included. This informa- 
tion is given in the greatest detail, 
that on New York, for example con- 
sisting of nearly 150 closely printed 
pages. 

For anyone engaged in import or 
export trading the book is invalu- 
able. The tariff sections alone are 
worth many times the price of the 
volume. No importer or exporter 
should be without it. S. L. M. 
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IMPROVING PRODUCTION 


By RALPH H. AUCH, A. B., 


DISPLAY CONTAINERS 


It is false economy to lavishly de- 
sign a display carton and then pack 
it in an ill fitting, low cost container. 
It is asking too much to expect it to 
arrive in the dealer’s hands intact or 
in attractive usable condition. 

Here is another place to utilize 
jobber friendships. Have a few ship- 
pers made up, send them out to vari- 
ous jobbers, some by parcel post, by 
express and also by freight, if that 
is practical, with a request to return 
them promptly. Often their inspec- 
tion upon receipt will prove a revela- 
tion and a disappointment. As likely 
as not, the container can’t take it. 


WE'LL NEVER BE BUSY AGAIN! 

In a recent conversation between a 
group of production men, one of the 
ablest burst forth with “We'll never 
be busy again”. For a moment there 
was silence, then about the time the 
listeners began to wonder if his em- 
ployer was slipping or contemplated 
folding up (both most improbable) 
he qualified the statement. 

Briefly, the answer was this. Dur- 
ing the recent relatively dull years 
this production man had been un- 
usually busy. He had studied every 
production, receiving and shipping 
problem separately in turn. His em- 
ployer had backed his conclusions 
and recommendations and they had 
revamped and modernized their 
every operation. Business will indeed 
have to be phenomenal for them to 
be at all rushed. 
of course, also have been materially 
reduced. What percentage of the in- 
dustry can say as much? 


Production costs, 


SIZE OF SHIPPING CONTAINER 


That some manufacturers give 
scant attention to shipping container 
sizes was forcefully brought home to 
this writer while he was an assistant 
superintendent of the world’s largest 
grocery chain. If so many cases must 
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be split in a grocery warehouse serv- 
ing live chain stores, what of the 
wholesale drug warehouse shipping 
to humble turn-over independents? 
It is a veritable re-packing depot! 
This extra handling costs the job- 
ber money, but forget that. What of 
the condition and appearance of the 
merchandise that is needlessly han- 
dled and re-handled? If a_ study 
shows that the units are too large. 
one should cut them down even if 
they do become smaller than com- 
petition packs. 
weakness or an admission of slow 


This is no sign of 


turn-over, but a cooperation gesture. 
It will be appreciated by the jobber 
and the retailer as well. 


“VINYLITE” LINERS 


Cap vendors, in their enthusiasm, 
have referred to the “Vinylite” (syn- 
thetic resin) jar and bottle cap liner 
as the universal liner. It is probably 
the nearest approach to the universal 
liner that has so far been developed, 
yet there are certain products for 
which it is entirely unsuited. Ex- 
haustive tests on certain products un- 
der conditions of use have been made 
by this writer. Differences in formu- 
lation may alter certain borderline 
For each product then where 
“Vinylite” is contemplated, the rec- 


cases. 


ommendation, whether favorable or 
unfavorable, should be confirmed. 
“Vinylite” 
extract, both true and imitation, and 
other low alcoholic extracts, such as 


is suitable for vanilla 


maple and black walnut, but fails on 
highly alcoholic extracts, such as or- 
For the 
same reason it is unsuitable for per- 
fumes “Vinylite” 
stands up on shampoo liquids, both 
hand and after shaving lotions, hair 
tonics, skin tonics, liquid face pow- 
ders and the like. On the other hand, 
it breaks down on brilliantine, baby 


ange, lemon and almond. 


and _ inhalents. 


oil, nose drops and other oily prod- 
ucts. It is suitable on certain mouth 


Ch. E. 


wash formulations but unsuitable on 
others. 

On creams generally, including the 
vanishing (stearate), cold (emul- 
sion), low water content (treatment) 
( liquefying ) 
underarm deodorant creams 


and cleansing types, 
greasy 
and solid hair dressings, “Vinylite” 
liners generally will be found satis- 
factory. 


BRUSHLESS SHAVE 


Brushless Shave, Brushless Shave 
Vo brush, no lather, no rub-in 
Wet your razor 
Then be-gi-i-i-n 
So goes dittying Dick’s or caroling 
Carl’s little song. 
of course. ) 


(Due apologies, 
Brushless shaving cream 
sales have risen from nothing at all 
to the choice of approximately twen- 
ty percent of shavers in the most re- 
Some of the 
inferior 


cent consumer survey. 
earlier formulations were 
and have retarded the growth of sales 
no doubt. Of greater significance, 
however, has been the size of con- 
tainer offered. All too frequently the 
tube has been the same size as the 
companion lathering shaving cream. 
Tests indicate the user requires from 
only one-half to one and one-quarter 
grams of shaving cream per shave 
whereas of the brushless type, three 
to six grams, or even more, is neces- 
This makes the regular use of 
the latter pretty much of a luxury. 
The remedy, obviously, is larger con- 
tainers, whether they be tubes or jars. 

This freer another 
If care is necessary in the 


sary. 


use presents 
problem. 
choice of odor compounds for shav- 
ing creams, to avoid irritating sub- 
stances, even more care must be exer- 
cised for brushless shaves. All of 
this is offset, in part at least, by the 
fact that brushless shaves are far eas- 
ier to manufacture than regular shav- 
One who has neither the 
skill nor the equipment for the manu- 
facture of the latter can produce sat- 
isfactory brushless shave. 


ing creams. 
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Gold 


Award, Plastic Containers 


Group. 


Dedon Laboratories 


Bronze Award, Miscellaneous Group. Pinaud, Inc. 


Award, Closures 


Group. 


Lehn & Fink, Inc. 


ALL-AMERICA 
AWARDS 


Announcement of winners of the 1936 All-America Package 
Competition showed eleven cosmetic and toilet goods pack- 


ages among the 56 winners in this annual competition. The 
contest is sponsored by Modern Packaging magazine. The 
formal presentation of the awards was made March 24 at a 
dinner at the New Yorker Hotel, at which the principal speaker 
was Gen. Hugh S. Johnson, who discussed labor problems, 
The award jury consisted of Kenneth Collins, vice-president 
of Gimbel Brothers; Charles Luckey Bowman; George R. 
Webber of Standard Brands, Inc.; William M. Bristol, Jr., 
vice-president of Bristol-Myers Co.; Vaughn Flannery of 
Young & Rubicam and Nan M. Collins of Roland G. E. UIl- 


man Advertising Agency. 


Silver Award, Closures Group. Genell 





Silver Award, Collapsible Tube Group. Bourjois, Inc. 


Bronze Award, Closures Group. Dental Products Laboratories. 


Above: Bronze Award, Glass Con- 
tainers Group, Castilian Products 
Corp. 


Gold Award, Window Display Group. Johnson & Johnson. 


Right: Silver Award, Glass Con- 
tainers Group. Abbott Labora- 
tories. 


Above: Gold Award, Collapsible Right: Gold Award, Family 
Tube Group. Bristol-Myers Co. Group. Harriet Hubbard Ayer, 
Inc. 













































































Association Opposes 
Trade Practice Rules 


The Toilet Goods 
Association, through its executive 
board, has adopted a resolution re- 
questing the Federal Trade Commis- 
sion to withhold promulgation of the 
recently announced Trade Practice 
Rules until the courts shall have de- 
termined the constitutionality of the 
Robinson-Patman Act, reaffirmed and 
restated as Rule I. It has further 
requested that the rules be delayed 
until some of the recent citations by 
the Commission against members of 
the industry under the Robinson-Pat- 
man Act have been acted upon and 
adjudicated. 

Manufacturers opposing the pro- 
mulgation of the rules have pointed 
out that there is grave question of the 
constitutionality of some sections of 
the Robinson-Patman Act and _ that 
it would be unfair to promulgate the 
new rules until these questions have 
been disposed of by the courts. They 
also argue that no harm can be done 
by the delay since restatement of ex- 
isting law is wholly unnecessary in 
case the law is upheld by the courts, 
and does not in any way alter the ob- 
ligations of the manufacturers to 
obey the law. 

On the other hand, manufacturers 
who favor immediate promulgation 
of the rules and action under them 
point out that the present citations 
on the vexing questions of PM’s and 
demonstrators are based not only on 
the Robinson-Patman Act, but also 
on the Federal Trade Commission 
Act whose constitutionality has al- 
ready been determined, and that the 
industry will “lose face” with the 
Commission through its objection to 
rules governing trade practices after 
requesting a conference and approv- 
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ts 


ing the adoption of such rules by 
the Commission. 

While no information regarding 
the attitude of the Federal Trade 
Commission is available, it is be- 
lieved in best informed quarters that 
the rules will be promulgated despite 
the request for delay unless serious 
objections to the rules themselves are 
raised by individual members of the 
industry. 


Endura Cosmetic 
At New Address 


The Endura Cosmet- 
ic Co. of Hollywood has moved its 
offices to a new location at 4951 Sun- 
set Blvd., that city. 


Flavor Association 
to Meet in Chicago 


The Flavoring Ex- 
tract Manufacturers Association will 
hold its annual convention at the 
Congress Hotel in Chicago, May 24, 
25 and 26. Busi- 
ness sessions will 
be held the morn- 
ings of the first 
and third days 
and all day the 
second day. Leg- 
islative matters. 
costs, scientific 
reports and other 
items of interest 





Mr. Wussow to the industry 
will make up the 
business program. The entertain- 


ment features which are now being 
planned are expected to equal the 
high standards of former years. The 
business program is under the direc- 
tion of Dr. A. F. Wussow of the Price 
Flavoring Extract Co., Chicago, 
while entertainment will be planned 
and directed by Gerald F. Pauley. 





Soap Association 
Postpones Meeting 


The general meeting 
of the soap manufacturing industry, 
scheduled for Chicago April 8, has 
been postponed until April 22. [t 
will be held at the Blackstone Hote] 
in Chicago. Legislative questions, 
taxes and other matters of interest to 
the industry will be discussed. The 
program is under the direction of the 
Association of American Soap and 
Glycerine Producers. Inc. 


Toilet Goods Convention 
In New York May 25-27 


Charles E. Kelly, 
chairman of the entertainment com- 
mittee of the Toilet Goods Associa. 
tion, has announced that this year’s 
meeting will be 
held at the Bilt. 
more Hotel, New 
York, May 25, 
26 and 27. Plans 
are rapidly be. 
ing brought into 
shape for what 
many believe will 
be the largest 
and one of the 

Mr. Kelly most important 
c¢ @ 28 7 a 
tions which the industry has ever 
had in its history. 

Business sessions will take up such 
subjects as taxation, food and drug 
legislation, advertising control and 
improvement, better trade practices 
and other matters of keen interest to 
the manufacturer of toilet prepara- 
tions. Plans for the entertainment 
features are progressing rapidly in 
the competent hands of Mr. Kelly’s 
committee. They include a_ theatre 
party and supper dance on the first 
evening, a golf tournament on the 
second day and the annual banquet 
on the third evening. Luncheons will 
be served at the hotel and at the golf 
club the day of the tournament. 

The committee in charge of the 
affair consists of Charles E. Kelly, 
Hagerty Bros. & Co., chairman, and 
A. C. Burgund, Carr-Lowrey Glass 
Co.; W. D. Barry, Mallinckrodt 
Chemical Works; Charles Fischbeck, 
Charles Fischbeck Co.; B. J. Gogarty, 
Commercial Solvents Corp.; W. E. 
Klaas, Chase Brass Co.; M. Lemmer- 
meyer, Aromatic Products, Inc.; W. 
P. Murray, Continental Can Co.; L. 
R. Root, Scovill Manufacturing Co.; 
Karl Voss, Karl Voss Corp. 
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Manufacturers of 
COLLAPSIBLE 
TUBES since 
1898 He 


DURABLE 


UNIFORM 


COLORFUL 


TURNER WHITE METAL CO., Inc... . New Brunswick, N. J. 


April, 1937 











HELFRICH LIPSTICKS 


anticipate every trend in seasonal and style demand and also have these essential modern 


qualities: (a) velvet-like texture 


lips (d) non-greasy (e) temperature-defying (f) highly indelible . . 


(b) easy-to-apply consistency 


(c) non-drying to the 
. Buyers of Helfrich 


Lipsticks and Cosmetics have learned to put absolute confidence in Helfrich products. They 


buy in large quantities, knowing every piece will be exactly as represented. Ask for samples! 


W. make private brand cosmetics 


EXCLUSIVELY. We have no brands or 


trade marks of our own. When you entrust 
your business to us you get superior prod- 


ucts and an entirely non-competitive service. 


* 


ROUGE COMPACTS 
POWDER COMPACTS 
CREME ROUGE 
FACE POWDER 
EYE SHADOW 
COS METIQUE 


HELFRICH LABORATORIES 
564-570 West Monroe Street CHICAG@G 


HELFRICH LABS. of N. Y. INC. 
30-34 West 26th Street 


HELFRICH LABS. of CANADA, LTD. 
690 King Street, West 
TORONTO, ONTARIO, CANADS 


BALDWIN & BALDWIN, 819 Santee St., kos Angeles, Calif. 


CHARLES H. CURRY, 420 Market St., San Francisco, Calif. 
HERBERT F. CROEN, 82 Pryor St. S.W. P.O. Box 907 Atlanta, Ga. 
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THE PERSISTENT POPULARITY 


o 


OF THE SWEET, SPICY 







AND GLORIFIED CAR ON NOTE 






PROMPTS THE RODUCTION OF 


Neogenol N-100 is founded on the basis of our Iso Eugenol Crystalizable; 
Eugenol Extra, Benzyl Iso Eugenol; Yiangol; Acetyl Iso Eugenol; Methyl 
Eugenol; Benzyl Salicylate, and others: basics that are completely fabri- 
Gated in glass with the utmost care. There is a difference and we solicit 
your inquiries for samples, so that you may make your own comparisons. 












ALBERT VERLEY 


ALBERT oe INC., 1621 Carroll Avenue, cago, Illin ae 
114 E. 25th Str dine teen «. Matlond denon 40 Ce 






SENANG 


PEA Le OF SVe 


a rare and extravagant perfume 
base of exotic character. Un- 
equalled for all kinds of face 


and body powders 


Norda 


ESSENTIAL OIL AND CHEMICAL COMPANY, INC 


NEW YORK OFFICE 
601 WEST 26TH STREET 


CHICAGO: 326 W. HURON STREET ot, PARE? 263 €. 49H SEREET 
LOS ANGELES: 685 ANTONIA AVENUE 
CANADA: 119 ADELAIDE ST., W. TORONTO 
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IN EITHER CASE OR CARLOAD LOTS | 


UNQUESTIONABLY 


THE FINEST CLOSURE 
EVER PRODUCED 


KEP-ARK INC. 


KEP-ARK EXCLUSIVE CANADIAN REPRESENTATIVES ' 
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DEPENDABLE SERVICE 


| YOUR CLOSURE PROBLEMS COMPLETELY SOLVED 
| 


THE LINER IS 


SECURELY LOCKED IN 
CREATING A PERFECT SEAL 


4 BOSTON, MASS. 


COLLAPSIBLE TUBES AND CONTAINERS LTD., TORONTO, CAN. 
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PRE 


CompLertELy fin- 
ished products, con- 
taining all necessary 
fixation. They have a 
universal use. Can be 
used for lotions, toilet 
waters, perfumes, 
creams, powders, bath 
salts, soaps and better 
grades of hair po- 
mades. 


Use them as a base 
for your particular 
creations. 


Send for trial ounce, 
$0.70 per oz. 
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15 E. 30th ST., NEW YORK CITY -- FACTORY - SPRINGDALE, CONN. 


ATLANTA CHICAGO BOSTON 
432 MARIETTA ST. N. W. 205 WEST WACKER DRIVE 80 BOYLSTON ST. 
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Sctemated’ NET SALES of ETHYL ALCOHOL to the 


1937 APPARENT CONSUMPTION 
LiL ae at Be ae eee le) a 
Pe Dee e seer eae) 





Apparent consumption of industrial ethyl alcohol 
from Jan. | to Jan. 31, 1937, was 5,244,000 wine 
gallons. This is 27.4 per cent less than during the 
same period in 1936 when 7,220,000 wine gallons 
were consumed. 


FOUR S.D. FORMULAE ARE 
DISCONTINUED BY T.D. 


Revocation of four Specially Denatured 
Alcohol Formulae was made public in Treas- 
ury Decision 4727, approved March 4, 1937. 

The Decision reads: “Pursuant to authority 
conferred by the Act of June 7, 1906 (U.S.C., 
1934 Ed., Title 26, Sec. 1320), and Title III 
of the National Prohibition Act, Specially 
Denatured Alcohol Formulae 11, 26, 31-B, and 
31-C are hereby revoked effective May 1, 
1937, and alcohol shall not be denatured in 
accordance with formulae on or after 
that date.” 


such 


Limited Uses 


$.D. Formula 11 had been authorized for 
use in the manufacture of photographic collo- 
dion, photo engraving and photo prints; S.D. 
26 for use in ethylaniline and diethylaniline, 
dyes and intermediates; S.D. 31-B and S.D. 
31-C for liquid soap, shampoo, shaving cream 
and tooth paste. 

The discontinuance of these four formulae 
is not expected to cause any inconvenience 
among the trade because, it is reported, there 
have been none or virtually no withdrawals 
against these particular formulae for the past 
two years. By this revocation, the number of 
S.D. Formulae is reduced, but there are sev- 
eral others designated for the same uses. 


ROTENONE DETERMINATION 
EMPLOYS ETHYL ACETATE 


Utilizing the strong solvent powers of ethyl 
acetate, a modified method for the determina 
tion of rotenone in derris and Mundulea sam- 
ples has been reported. 

Hot percolation for *, to 2's hours is sub 
stituted for the usual Soxhlet extraction. A 
weighed amount of pure rotenone is added 
to all extracted resins in order to bring the 
content up to at least 40 per cent, Where this 
content is already up to or above 40 per cent. 
one gram is added. 

It is said that the rotenone may be separated 
as its carbon tetrachloride complex, whose 
purity may be determined by stirring with 
pure alcohol. This usually lies between 91 and 
% per cent with a mean value of 94, it is 
asserted, Likewise, the purity of the rotenone 
after alcohol recovery is given as an average 
of 99.2 per cent, 


COSMETIC HOUSES PREPARE FOR 
BOOM IN SUN TAN LOTION SALES 





Foresee Displacement of Oils; 


Alcohol, Selected Screen 


And Emollient Will Be Basis of Typical ’37 Lotion 


\ three to four hundred per cent larger market for sun tan preparations looms 
as cosmetic houses look eagerly to the summer season. Fortified with a background 
of intensive sales and chemical research, manufacturers are confident that new, 





ORAL BACTERIA YIELD 
TO WASH PROPHYLAXIS 


Study Shows Bactericidal Potency 
In Vivo; Tooth Pastes Also 
Have Antiseptic Action 


Expounding the usefulness of dentifrices 
and mouth washes in lowering the bacterial 
count in the mouth, a recent article in the 


“Journal of the American Pharmaceutical 


Assn.” reports favorably on a group of na 
tionally advertised mouth washes. After four 
years of experimentation on the antiseptic 


action of mouth washes, tooth-pastes and to- 
bacco smoke under actual conditions of use, 
the author reached the following conclusions, 
among others: 

The effect of mouth washes tended to be 
transient, while effective and 
brushing had a more lasting antiseptic action. 
Teeth should be cleaned a day, 
the ratio of mouth bacterial counts being in 
versely proportional to the number of brush 
ings. Hot tobacco smoke tends to inhibit the 
growth of mouth bacteria but may irritate the 


tooth-paste 


three times 


mucous membranes. 

Colony of bacteria counts 
70,000 to 2,000,000 per ex found 
100) students did employ mouth 
washes. With the use of toothpaste, however, 
average drops to 10,000 were recorded. The 
proprietaries showed favorable results at the 
end of one hour, with plate counts as low as 
3,000 viable bacteria per ce of rinse water. 


ranging trom 


were with 


who hot 


scientifically compounded formulae will be 
the means of lifting sales to a record high. 

In all quarters there is general agreement 
that production schedules and promotional 
plans must be pushed a notch forward to meet 
expected demands. 

Up to the present year, about 10.1 per cent 
of all women regularly used sun tan prepara 
as contrasted with the 66.5 per cent 
using hand lotions, a recent survey of 33,459 
women discloses. This sales lag might be at- 
tributed to several factors. 

In the eyes of some observers, it has been 
due at least in part to esthetic drawbacks of 
older sun tan preparations. Pointing out that 
various oils are “messy to apply, unpleasant 
on the skin, and completely unesthetic in ap- 
pearance,” they assert that oils have run their 
course and that the current season will wit 
ness the emergence of solutions and lotions as 
the most popular brands. 


tions 


Lotion Formulae 


In the face of this predicted ascendancy 
the question may be asked: what will be the 
typical lotion of 1937? As represented by re 
cently published formulae, it will be essen- 
tially a slightly perfumed solution of a se- 
lected sereen or filter in about 15 per cent 
alcohol with the balance water and a desir- 
able emollient as for example, glycerine or 
one of the glycols. Some tinting medium is 
usually added. This combination is said to give 
an invisible, protective film, 

Much research has been devoted to selec- 
tion of the proper screening medium. It is 


(Continued next page) 








SUN TAN ...OR... SUN BURN? 





Ewing Gallon 


SUN WORSHIPPERS on the nation’s beaches 
this summer will be an enormous market for 
sun tan preparations. Turning from messy, 
unesthetic oils, they are expected to favor 
lotions which give a protective, invisible film. 
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U.S.P. AND N.F. ITEMS 
ARE MOST USED IN Rx 


Acetylsalicylic Acid and Soda 
Bicarbonate Among First Five 





Nearly two-thirds of the occurrences in pre 
scriptions are U.S.P. listings, it was brought 
out in a study of 121,924 prescriptions in 
various parts of the country, Grouping drugs 
under the four principal classifications, the 
survey uncovered the tollowing figures detail 
ing occurrences in prescriptions: 


U. S. P. Items 65.19 
N. F. Items 7.92 
Unofficial Items 10.84 
Proprietary Items 16.05° 


Asked to estimate the ten drugs most fre- 
quently used in prescriptions, the average 
pharmacologist might be successful in nam- 
ing four or five in their correct order, The 
survey, however, cites all ten in the order of 


most frequent use: 
Occurrences per 10,000 


Prescriptions 
Water (Distilled Water 840 
Codeine Sulphate 634 


Acetylsalicylic Acid 
Sodium Bicarbonate 
Acetphenetidin 

Elix. Pepsin Comp 
Sodium Bromide 
Glycerin os 

Sodium Salicylate 
Tincture Nux Vomica 
Ammonium Chloride 





As was pointed out, nine in the above list 
are Pharmacopoeial while the other is listed 
in the National Formulary. Only a few pro- 
prietary items were used as often as twenty- 
tive times each in 10,000 prescriptions. 

Che importance of alcohol to the pharma 
cist may be judged by the fact two of the 
items, Tincture Nux Vomica and Elix. Pepsin 
Comp. are dispensed in ethyl alcohol solution 
while at least two other products in the list 
are readily soluble in alcohol than 
water. 


PREPARE FOR BOOM IN 
SUN TAN LOTION SALES 


(Continued from previous page) 


more 





not a simple problem. While there are a num- 
ber of mediums (certain pigments) which 
may be regarded as virtually opaque to the 
sunburn producing rays (generally given a 
range of 2900 to 3200 Angstrom units), their 
use defeats the avowed purpose of sun tan 
preparations —that of producing tan without 


burn, 


Pigmentation, which has been called the 
best sunburn preventive of all-——the 
defense of the body against sunburn 
sirable. Yet the tan-producing rays (described 
as lying in the range 3000-3200 Angstrom | 
units) also produce burn, 

However, if a small percentage, say 5 | 
cent, of these rays is allowed to penetrate the 
skin, it is asserted that erythema (sunburn) | 


is de- 


per 


may be slowed down until protective pigmen- 


tation or tan—has taken place, To accom. | 





SPECIALLY DENATURED-All Formulas ° 


sorox-The General Solvent ° wa 


natural 


COMPLETELY 


Nation’s Hostelries Burn 


Solox In Chafing Dishes 


Solox, the proprietory solvent of U.S.1.. 
is demonstrating its versatile nature. Long 


associated with painters—for cutting and 


thinning shellac—and with garage me- 
chanics (for general cleaning, loosening 
sticking valves, etc.), Solox is now 


mingling more than ever with the “smart 
set” of the country as a burning fluid. 
Because 
Solox 


of its fine “company manners 
burns without objectionable odor 
and is clean and inexpensive—a growing 
number of hotels are making it their stand 
ard fuel for chafing dishes. Since Solox 
“knows its place,” their Crepes Suzette 
have the aroma of the brandy and not of 
the fuel. 


— 


this, highly have 
been developed. 

The ultimate test of course is on the beach 
or in actual exposure, and manufacturers have 
not hesitated to conduct numerous trials in 
this manner. Much valuable information has 
also been gained by using carbon are lamps 
and quartz-mercury lamps and plotting trans 
mission characteristics of the screens. 

Some of the materials which have been a 
corded varying degrees of recognition are 
aesculin, menthyl salicylate, menthyl benzoate. 
benzyl salicylate, quinine bisulphate and sev 
eral specialty compounds. Those which are 


plish specialized sereens 


soluble in mineral or vegetable oils may usu 
ally be incorporated in solutions or lotions 
containing alcohol. Depending upon the type 
selected, from 1 to 10 per cent is used. 

Two of the Specially Denatured alcohol 
formulae which have been approved for use in 
lotions are S.D. 38B and S.D. 40. The LU. S. 
Industrial Alcohol Co. supplies both. 





The authorized compositions of S.D. For 
mulae 38B and 40 are given as follows: 


To 100 gallons of ethyl! alcohol add: A 
38pB total of 10 pounds of a mixture of two 
or more of the U.S.P. oils and substances 
listed below 
Oil of wintergreen Phenol 
Methyl Salicylate Camphor 
Oil of cloves or eu Chlorthymol 
genol Safrol, specific gravity 
Oil of peppermint not less than | .09¢ 
Oil of cassia or cinna and not more than 
mon 1.110 at 16° C 


Oil of eucalyptus 
Oil of rosemary 
Oil of lavender 
Oil of spearmint 
Oil of thyme 
Thymol 

Menthol crystals 
Oil of sassafras 
Eucalyptol 


Volatile oi! mustard 
Oil of turpentine 
Oil of citronella 

Guaicacol 

Oil of bergamot 

Oil of pine or pine 

needles 
Phenol salicylate 


pure 


Any one desiring to use the above formula 
must specify in the application which sub 
stances from the above list are selected. 


To 100 gallons of ethyl alcohol add: 3 
ounces of the alkaloid brucine or bru 
cine sulphate and '% gallon of denatur 
ing grade tertiary butyl! alcohol 
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TECHNICAL DEVELOPMENTS | 
AAA 





The items in this column are gathered jrom 
many varied sources. Further intormation may 
be gathered by writing to U.S.1. 

Ss 


High bactericidal and detergent power is claimed 
for a new type of bottle-washing detergent. The 
product, developed primarily to satisfy milk 
bottle cleansing requirements, is also credited 
with exceptional water-softening properties 


> 
Synthetic wax, claimed to be a complete substi 
tute for beeswax in the manufacture of cos 
metics, has been developed. Creams compounded 
with this material are reported to be pure white 
stable and more readily perfumed than those 
made with beeswax 


Faster wrapping of effervescent powders is 
claimed for a new model wrapping machine. It is 
reported that sift-proof, prescription-type wrap 
pers filled with accurately measured doses of 
effervescent powders and similar drug or food 
products are dispensed in glassine or other paper 
at the rate of 4,000 per hour 


Extended face powder colors have been brought 
out recently. Products in the new series are used 
directly in powder and allow small-quantity 
manufacture without costly equipment, accord 
ing to the producers 


A substitute for lemon oil, said to have an ex 
tremely low price, is on the market. The manu 
facturer claims that the product successfully 
replaces lemon oil completely in many cases and 
in part for cosmetics, candies, cakes, beverages 
ice creams, etc 


> 


Decorations on glass can be produced in one to 


four colors, according to the sponsors of a new 
p.ocess. Anything that can be printed on paper 
can be put on glass with this method, it is 
claimed 


Milky permanent wave solutions are said to result 
from the use of special oils now available. One 
type is for milky solutions, a second for very 
milky, and a third for clear, oily solutions 


« 
S 


A new two dram dispenser for perfumes is on the 
market. The tube and bulb-type device is said to 
avoid waste and spillage and to fill any size bot 
tle quickly and accurately 


c 
> 


Non-stop fillers for 
announced recently 


small and large bottles were 
The manufacturers of these 
combination vacuum fillers and cleaners claims 
that they will work equally as well on viscous 
products as on light liquids 


< 
) 


Special labels may be folded and attached te the 
outside of a container, e.g., the tops of cans, so 
that they remain unopened and confined on the 
package surface until ready to be read by the 
consumer, according to the manufacturer of a new 
machine. It is said to fit into regular production 
schedules without requiring additional handling 


, 


To prevent ether pneumonia a device has been 
developed in Los Angeles which is reported to 
preheat the anesthetic so that when it is drawn 
into the patient's lungs it is a warm gas mixed 
with air or oxygen. The apparatus consists of an 
ether container and a hot water thermos jacket 


A folder giving the advantages and many uses 
of Solox, the general solvent, has been prepared 
by U.S.1. Write for your copy. 
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No Drug Law but Exeise Tax 


Kenewal is Washington Belief 


WaAsHINGTON, 
April 5.—Capitol observers lately 
have been witnessing something new 
in political and parliamentary strat- 
egy—a new kind of legislative plan- 
ning precipitated by the controversy 
over the President’s judiciary reor- 
ganization program. It seems to be 
the settled opinion of “administra- 
tionists” in and out of Congress that 
by holding up all other legislation 
pending action on the court issue 
they can build a fire under wavering 
legislators and drive them to support 
the court proposal in the hope of 
breaking through the legislative log- 
jam behind which their pet propos- 
als are stymied. 

Somewhat obscured by debate 
growing out of the court rumpus but 
no less real are several matters of 
vital concern to manufacturers and 
distributors of cosmetics and _ toilet 
goods. These include pure food and 
drug legislation, the Tydings-Miller 
resale price bill and the possible re- 
newal of excise taxes on various 
products including cosmetics and toi- 
let preparations. What will happen 
during the remainder of the Congres- 
sional session on each of these ques- 
tions has been predicted to this writ- 
er by the leadership of both Senate 
and House of Representatives. To 
make a long story short, the proba- 
bilities are as follows: 

1. There will be no food and drug 
legislation at this session of Congress. 
There may be legislation extending 
and strengthening the powers of the 
Federal Trade Commission over ad- 
vertising of foods, drugs and cosmet- 
ics but nothing like the Copeland or 
Chapman measures which thus far 
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FELIX J. BELAIR, JR., Perfumer's Washington Correspondent, 
reports that strong pressure against the Copeland Bill will prevent 


any drug law passage. 


The Tydings-Miller price bill is likely to 
be passed as soon as a vole can be had. 


Excise tax renewal is a 


cirtual certainty owing to disappointing income tax returns. 


have been relied upon to strengthen 
the present Wiley law. 

2. The Tydings-Miller Bill set- 
ting up Federal sanctions for mini- 
mum resale price contracts between 
manufacturers and distributors in 
states approving such arrangements 
will be enacted this session. Although 
presently “hamstrung” with every- 
thing else by the court controversy, 
this legislation will pass and probab- 
ly sooner than later. 

3. The so-called nuisance taxes 
will be extended for at least a year 
beyond their present expiration date 
of June 3. One or two of these may 
be discontinued, according to Chair- 
man Harrison of the Senate Finance 
Committee but the best available in- 
formation is that the 10 per cent ex- 
cises on cosmetics and toilet goods 
are to be continued. Such action 
while probable six months ago was 
clinched by the discovery that March 
income tax receipts were about $100,- 
000,000 below official estimates. 


No Food and Drug 
Legislation Now 


It was recorded in 
these columns more than a month 
ago that there was grave doubt 
whether any food and drug legisla- 
tion would be passed at this session. 
This doubt was confirmed a fortnight 
later when President Roosevelt said 
in substance at his regular press con- 
ference that he would prefer no bill 
at all to the Copeland Bill as redraft- 
ed early this session. But where there 
was then a question of doubt there is 
now a virtual certainty that there 
will be no legislation at all. 


There are reasons for this sad state 
of affairs—sad because of the vast 
amount of time and energy expended 
by both the industry and the govern- 
ment to strengthen the present law. 
In the first place, no love is being 
lost these days between President 
Roosevelt and Chairman Copeland 
of the Senate Committee on Inter- 
state Commerce. Without attributing 
the statement to any public official, 
it may be accepted as true that as 
long as he is in a position to prevent 
it, President Roosevelt will not per- 
mit food and drug legislation to be- 
come effective that bears the name of 
the New York Senator. 

It will be remembered that the 
Senator was having rather a hard 
time of it during his last primary 
campaign and that Mr. Roosevelt 
finally endorsed his candidacy. It 
may or may not be remembered that 
Mr. Copeland failed to reciprocate 
this favor last November when New 
York was still being listed in the col- 
umn of doubtful states in the Presi- 
dent’s campaign for reelection. In 
addition, the New York Senator is 
now in the forefront of the opposi- 
tion forces in the fight over the ju- 
diciary reorganization plan. 

But more than personal or politi- 
cal reasons are needed to explain the 
“events leading up to the tragedy” of 
food and drug legislation this ses- 
sion. The revised Copeland measure 
was thoroughly disliked by adminis- 
trative officials likely to be charged 
with its enforcement. They preferred 
the bill introduced in the House by 
Representative Chapman. But the 





latter had many defects from the ad- 
(Continued on page 80) 
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STYLE TRENDS 


BRIEF résumé of 
head lines is the best way to sum- 
marize present fashion trends, then 
refer to your previous “Pendulums” 
and check up on our prophecies. 
“Paris Decrees 
“Reigning Sil- 
Slim Egyptian and Bouf- 


Here they are: 
Romantic Nights” 
houettes: 
fant Second Empire.” 

That’s the New York Times fash- 
ion editor. Here’s another excerpt 
from another high fashion source: 
“Extraordinary Romantic Feeling in 
Fashion,” and “Europe Waltzes 
so Manet sailor hats and Ma- 
dam Bovary spreading skirts.” 
Again:—“Wild display of color, Gip- 
sy riot of Roman stripes, bright 
birds, ribbons and veils on hats.” 
“Bright-colored 
shoes with prints, primitive colors 
combined with bright pastels, as in 


Again 


And yet again: 


the paintings of Matisse.” 

Thus the fashion editor in the cur- 
rent issue of Harper’s Bazaar—if 
these tidings in style trends seem fa- 
miliar to you, look in a back issue of 
American Perfumer; you'll find it in 
“The Pendulum”! Here is an ex- 
cerpt from the most popular consum- 
supposedly — in 
America. Let’s see if there is any- 
“Sparks From The Paris 
“Paris lauds courageous 
color and decorative detail. Look for 
. . . butterfly and flower motifs. For 
color—try a suit or top-coat in Gau- 
guin pink, hyacinth, heliotrope 
or a pastel plaid. Or take beige, all 
Paris loves it. For dresses—have 
printed silk or dark dresses” 
“shadowed with short, transparent, 
flowered jackets. For evening—Par- 


er fashion source — 


thing new. 
Openings.” 


is gives you several themes to choose 
from . . . Be a Greek statue in Alix’s 
sculptured dresses of ombré jersey. 
Be Dantesque in Patou’s romantic 
coats. Be a Gipsy in Marcel Rochas 
or Maggy Rouff’s full skirts trimmed 
with flowers.” 

That’s Vogue—current issue. 
You've read it all before? Where? 
In the January, February and March 
issues of American Perjumer on the 
pages devoted to “The Pendulum.” 
Well—there’s the story, and we stick 
to it! 

Advertising announcing high-fash- 
“Spring of 
Pomp and Ceremony,” says Bonwit 
Teller’s, referring, of course, to the 
“English Coats,” says 


ion reads like this: 


Coronation. 
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ane 


maa Coda Dothaday fe 


Best’s. “Rainbow 
Chiffons f rom 
the Paris Open- 
ings,’ say Lord 
& Taylor. 
“Breath o’ Spring 
Flowered Print 
Night-Gowns,” 
says McCutcheon. 
“Imported Wool- 
ens .. . Straight 
From England,” 
says Saks Fifth 
Acenue. More 
corro b ora- 
if it were 
necessary, f o r 
the facts we pen 
anent the Paris 
openings of the 


tion — 


couture houses, 
appears long aft- 
erward on many 
pages, both in 
fashion news and 
store advertising. 
This is only an- 
other way of say- 
ing, of 
that you can find 
First Hand Au- 
thentic style 
trends on 


course, 


these 

pages. Andhere’s 

more—summer dance frocks will be 
made of sheers, full-skirted, some in 
corn-flower blue, with flowered hems; 
some of rainbow-striped crepe; some 
of black tulle; some of brilliantly 
colored organza; and if the frocks 
are black; you'll see Cauguin pink 
shoulder-straps, scarves of pink tulle 
and flower corsages on dresses, at 
waist, shoulders, or hem-line, and on 
coat-lapels. 


Molyneux is sponsoring flower. 
belts, and Schiaparelli fluttering but- 
terflies. And as for full skirts—thir- 
ty yards or more of sheers for eve. 
ning wear. Tulle, chiffon, lace, all 
romantic fabrics to work with, and 
Vionnet harks back to the days of 
Josephine and Mme. Recamier for 
Capes and flowing 

these 


her inspiration. 
coats that cover 


swaying sheer frocks, will be the har. 


gracefully 


monious accompaniment, some with 
hoods, of course. 

Soft bodices drape day-time dress- 
es, and neck-lines have lost their se- 
verity, thus they are more flattering 
to the face, which consequently as- 
sumes even more importance. Make- 


The simplicity of this window showing 

lillies-of-the-valley and accessories, to 

tie up with a French perfume, is both 

striking and effective. Display by 
J. W. Robinson. 
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up will be more subdued, in keep- 
ing with the romantic mode—when 


we wear sophisticated clothes, we 
wear sophisticated faces; now that 
we are embarked upon a romantic 
episode, or a sentimental journey, 
whichever you like, our inclination 
is to harmonize our faces with the 
mood superinduced by the kind of 
clothes we wear. Can the male un- 
derstand that? Well, perhaps you'll 
put it down to “feminine vagaries,” 
and we can almost hear you mutter 
it, but just take our word for it—I?’s 
really so! 

Tiny toques covered with blue hy- 
acinths, lilacs, daisies, carnations, 
blue pansies, violets, roses—not all 
at once, please, this means seven dif- 
ferent chapeaux, each trimmed with 
a different kind of flower!—will be 
worn with black ensembles for the 
cocktail hour, thus, once more, bright 
high-light the justly 
ever-popular black. 

As an example of beige being a 
prime favorite just now for Spring, 
Chanel has a “Beige” Perfume; she 
also has “Rouge” and “Bleu” per- 
fumes, and the shade of the perfumes 
themselves are tinted accordingly. 
Lord & Taylor promoted her “Beige” 
perfume—in connection with their 
display of beige dress models. She 
has also brought forth four new lip- 
stick shades, “Garnet,” a medium, 
rich tone, harmonious with blues, 
purples, deep reds, black; “Ruby,” a 
dull velvety tone, that goes well with 
practically every shade but orange; 


accents will 


“Fuschia,” a brilliant red, with a 
tinge of purple, which goes with dark 
costume shades, and “Sunrise,” with 
a bit of an orange cast, worn to best 
advantage with white, pastels, green, 
brown and is especially becoming 
with prints. It is likely that the 
younger generation will adopt Cha- 
nel decrees, as they do her perfumes 
and her modes. 

There are many more examples of 
this tie-up with style trends among 
perfume and cosmetic manufacturers, 
and more and more of them are 
brought to our attention from week 
to week. By this time Spring and 
Summer advertising and promotions 
are all prepared, and if our prognos- 
tications have helped you formulate 
your plans, we shall be glad to have 
you tell us so, and to suggest other 
style and promotion problems you 
are desirous of working out. 


SELLING HINTS 


Even a cursory trip through the 
city of New York at this time of the 
year, keeping eyes open to see, per- 
ceptive faculties alert, imaginations 
pliable, will suffice to give many tips 
to canny manufacturers and buyers, 
on ways to promote his own products 
and departments. 

At least four stores on the Avenue 
have promoted artificial mimosa as 
boutoniéres, hat nosegays, corsages, 


fabrics and dresses showing this 


flower. They were Bonwit & Teller’s, 
Saks Fifth Avenue, Arnold Constable 
and Lord & Taylor’s. The first store 
promoted at the same time, in their 
toilet goods department and in their 
advertising “Mary Chess Mimosa 
Perfume,” the advertising copy ran 
—“As important to your Primavera 
evening gown as fragrance itself to a 
flower,” with a cut of a bouquet of 
mimosa flowers to illustrate it. 


The other stores mentioned mimo- 
sa as a prevailing Spring color and 
offered suits, blouses, dresses and ac- 
cessories in this shade. Of course the 
same would apply to jonquil, and 
Stern’s and Wanamaker’s displayed 
clothes and accessories under this 
flower shade. Hyacinth, too, is spon- 
sored by several Parisian couturiers, 
and York gray usually has violet as 
a harmonizing shade. McCreery has 
been displaying primrose, anemone 
and sweet pea shades; so has Frank- 
lin & Simon, and added tulips for 
good measure. 


How many manufacturers have tied 
up their floral Spring promotions 
with flowers? The most realistic 
gardenia we saw was Houbigant’s, 
displayed in several drugstores as a 
background for their perfume of 
that name. It was a huge gardenia 
that looked entirely natural, and cer- 
tainly the package—a gardenia on a 
black ground—ties up the flower 
with the perfume in no uncertain 
manner. It’s an excellent package 
for the odor, that no one can deny. 


Interior view of J. W. 
Robinson’s store showing 
a beautiful example of a 
Spring flower-filled toilet 
goods department, spon- 
soring nationally known 
perfumes. 





R. F. EATON, prominent Pacific 
Coast chemist and expert on fixed 
oils, discusses a comparative new - 
comer to the list of cosmetic in- 
oredients. His findings should be 
of considerable interest to the 
manufacturer seeking a new in- 
oredient for ereams and lotions. 
—EDITOR. 


Tue earliest au- 
thentic mention of a semi-commercial 
production of raisin seed oil is by 
Louis E. Andes, in 1900. In South- 
ern France, according to Andes, an 
oil was prepared from the dried seeds 
The drying of the seeds 
was accomplished by spreading out 
a mass of grape pulp on a drying 
floor and turning it each day with 
a fork. The dried pulp was removed 
from the seeds by winnowing and 
beating. The oil seeds were then 
placed in a crude mill with horizon- 
tal stones, and finely ground, a little 
lukewarm water being added from 
time to time to prevent them from 
sticking to the rollers. The meal then 
formed was placed in copper kettles 
where it received an addition of one 
fourth to one third its weight of 
warm water. The mass, prepared as 
above, was laid on ordinary hair 
cloths and pressed in an oil press, 
between ten and twelve per cent of 
oil being obtained in this manner. 
The oil was chiefly used as a substi- 
tute for olive oil. 

Probably in no other place in the 
world than California could one find 
an accumulation of as much as 2,000 
The industry 
has produced, and may produce 
again, as much as 4,000 tons of 
seeds annually. Thus, producers of 
the oil in California find themselves 
ideally located for the economical 


of grapes. 


tons of grape seeds. 
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HAISIN SEED OIL 


conversion of this waste product of 
the raisin industry into a commercial 
product of unique value. 

The seeds from the Muscat variety, 
the only commercially grown seed 
bearing grape that contains oil in 
such percentage as to be economical- 
ly recovered, are removed mechani- 
cally from the dried grape. The seeds 
are then subjected to a series of 
washings which removes all of the 
small particles of pulp. This pulp, 
having a sugar value, is fermented 
and distilled into high proof brandy 
spirits. The pulp freed seeds are 
then dried, rotary steam driers be- 
ing used for the purpose, and stored 
in bins for curing against the time 
when a sufficient quantity has accu- 
mulated to justify recovery of the oil 
which the seeds contain. 


Oil Content 
of Raisin Seeds 

The dried raisin 
seed normally contains 17.1 per cent 
of oil and 8.2 per cent of moisture. 
To recover the oil much the same 
process is followed as that which is 
used in all modern vegetable oil 
plants. The sequence of grinding, 
pre-heating hydraulic pressing, set- 
tling, refining, bleaching, and winter- 
izing is pretty well standardized. 
The resultant cake from the hydrau- 
lic presses, equivalent to the pro- 
verbial “Squeal of the pig,” finds use 


in stock food, fuel, and fertilizer. 
while the oil has a wide range of 
uses. 

One of the most interesting and 
well founded uses of the oil is in the 
field of cosmetics. A few years ago, 
because of chemical and physical in- 
dications for the use of this oil in 
cosmetic preparations, a series of re- 
search experiments were _ started 
which are bearing out the earlier con- 
victions. 


Cosmetic Qualities 
of the Oil 


The features of rai- 
sin seed oil to first attract attention 
possible cosmetic ingredient 
were its lack of odor, its tasteless 
quality and its complete lack of yel- 
low pigment. The oil when compared 
to other edible vegetable oils is al- 
most colorless. Then, too, its similar- 
ity to olive oil, which has long been 
recognized by the U. S. Pharmaco- 
poeia as an ingredient in salves and 
ointments, was indicative of its usage 
in this field. However, unlike olive 
oil with its characteristic odor and 
greenish yellow color, raisin seed oil 
did not present to the manufacturing 
cosmetician the problem of masking 
the odor with expensive perfumes or 
forsaking a desired color in his fi- 
ished product. 

In 1934 experimental batches of 
various types of creams and lotions 


as a 
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were prepared which furthered the 
original conviction that raisin seed 
oil was an excellent vegetable cos- 
metic oil. 

Not only under normal conditions 
did preparations made with raisin 
seed oil stand up longer than con- 
trol preparations made with other 
vegetable oils but under abnormal 
conditions, such as incubation or ac- 
cellerated stability tests using the 
peroxide value as an index of stabil- 
ity, the raisin seed oil in all tests was 
two to three hours their superior. 

The foregoing is not conclusive 
evidence that a preservative, antioxi- 
dant, or an inhibitor is unnecessary 
with raisin seed oil preparation. 
Quite to the contrary, one should be 
used as the life of the product is 
prolonged over a greater space of 
time. There is no vegetable oil that 
in time will not rancidify — some 
merely have longer lives than others. 

It might be well at this point to 
mention a few of the preservatives 
and antioxidants which have been 
tried and have yielded satisfactory 
results. The esters of parahydroxy 
benzoic acid were tried and of them 
the benzyl ester was found to be the 
most effective. Actual trials made 
with animals and men have shown 
that they are non-poisonous, do not 
cause irritation on sensitive skin and 
are neutral in reaction. In creams 
of medium oil content as little as 
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0.05°0 is necessary for preservation. 
Other preservatives such as guiacol, 
phenols, and cresol were tried and, 
although excellent results were ob- 
tained in each case, some objection 
such as odor or discoloration pre- 
Of the 


antioxidants best suited for cosmetics 


cluded their practical use. 


and pharmaceuticals, gum _ guaiac, 
maleic anhydride, or hydroquinone 
in one tenth of one per cent propor- 
tions gave the best results. 

Earlier in this paper mention was 
made of the non-irritating effect 
raisin seed oil had on sensitive skin. 
Out of ten thousand jars of creams 
containing raisin seed oil produced 
by one of the West’s largest manu- 
facturers and distributed through one 
of the nation’s largest chain stores 
not one allergic reaction was report- 
ed. This may or may not prove any- 
thing; nevertheless, this same cream 
made with another vegetable oil a 
few months previous was the cause 
of two allergic cases as testified and 
sworn to by two prominent Los An- 
geles physicians. 

In 1935 further test made on rats 
bore out the compatibility of raisin 
seed oil with the skin. Twelve white 
rats were divided into four groups of 
three each and the surface of their 
stomachs were shaved free of hair. 
To one group olive oil was applied 
daily on the shaved part. On group 
two white oil was applied. On group 
three raisin seed oil was applied. 
Group (4) acted as controls. At the 
end of three weeks’ time groups (1) 
and (3) showed no noticeable signs 
of irritation while group (2) showed 
a slight irritation. 

Raisin seed oil is high in linoleic 
and linolic acids. The Twining Lab- 
oratories made an assay of the oil 
and found these products to be pres- 
ent in quantities of approximately 
1,000 units per gram. This would 
mean that in the oily types of cos- 
metic creams as much as 600 units 
per gram of cream could be present. 

To those who may be interested in 
further experimentation with raisin 
seed oil we offer the following basic 
formulae— 


Tissue Cream 
9.20%, 
3.70% 
62.60%, 
0.10% 


Beeswax 

Lanolin 

Raisin Seed Oil 

Maleic Anhydride . 

Benzyl Ester of Parahydroxy Benzoic 
WN. e's . 0.05% 

Water (Distilled) 23.00%, 

ee 0.9 % 

Perfume 0.45% 


Procedure:—Melt oils, waxes and 
preservative at 160°F. In another 
kettle bring water and borax to same 
temperature. Add water to oils at 
this temperature with constant stir- 
ring. When the emulsion is formed 
add perfume at 115°F. Pour while 
hot. 


Cleansing Cream 


Beeswax 
Spermaceti 
Petrolatum 
Raisin Seed Oil 
Mineral Oil 
Preservatives 
Water 

Borax 
Triethanolamine 
Perfume 


Procedure:—Melt fats and oils at 
160°F. Water and borax in separate 
kettle at same temperature. Emul- 
sify by adding water to oils at 160 
F with constant stirring. Add per- 
fume oils at 115°F. 


Hand Lotion 


Raisin Seed Oil 

Stearic Acid (Triple pressed) 
Preservative 

Water 

Triethanolamine 

Alcohol j 
Odor 0.40%, 


17.50%, 


-Melt oil, stearic acid 
and preservatives at 155°F. Bring 
water and triethanolamine to same 
temperature. Add oils to water at 
155°F with slow stirring. Stirr un- 
til cold. Add alcohol and perfume 
last. 


Procedure: 


Brushless Shaving Cream 


Stearic Acid 
Lanolin 

Raisin Seed Oil 
Triethanolamine 
Water 


Perfume 


Analysis 
Raisin (Grape) Seed Oil 


Chemical and Physical Characteristics 
Refractive Index 1.4740 
Specific Gravity 
lodine Number (Hanus) 129.1 
Thyiocyanogen Value (Kaufman). 80.3 
Acid Value .... Sie + 
Acetyl Value (Andre-Cook) . . 188 
Saponification Value . 192.1 
Hexabromides (Steel & Wash- 

burn) % ... 0.29 
Unsaponifiable Matter % 0.53 
Viscosity (Saybolt 50°C) .. 115.0 
Titre Test . . 8. 
Saturated Acids (Corrected) % 8.72 
Unsaturated Acids (Corrected) % 86.3 


Composition—Glycerides of: 
Oleic Acid 
Linoleic 
Linolenic 
Palmitic 
Stearic 
Arachidic 





NEWS and EVENTS 


een 


Mrs. Polly Pettit, founder of the New York School of Display, is taking up 

larger quarters in Rockefeller Center this month. A costume skating party 

and dance was held April 3 in Rockefeller Plaza in celebration of the change. 

The move is also marked by greatly increased enrollment and the addition 

of eight new courses to the curriculum. In accompanying illustration, one 
of Mrs. Pettit’s students is shown arranging a perfume display. 


Michigan Association 
Holds Spelling Bee 


The Allied Drug & 
Cosmetic Association of Michigan 
held a “Spelling Bee” at its March 
24th meeting. Harry F. Jackson, of 
Frederick Stearns & Co., was in 
charge of the program. Executives 
and officials fell on simple words 
like “diabetes,” “eucalyptus” and 
“synonym.” 

W. Elliott, chairman of the enter- 
tainment committee, outlined the 
plans for the Summer golf tourna- 
ments. He also described plans now 
being made for entertaining the two 
Chicago associations in September, 
when they are the guests of the De- 
troit association, in their annual golf 
tournament. The next meeting will 
be April 28, at the Birmingham Golf 
Club, where the first of the 1937 
tournaments will be held. 

Donald Melville, president of 
Frank W. Kerr Co., of Detroit, 
showed motion pictures along with 
his description of ‘‘Motoring 
Through Europe,” at the February 
24 meeting at the Leland Hotel. Mr. 
Melville sailed to Southampton and 


60 


from there, toured in his automobile 
throughout England, Holland, 
France, Germany, Italy, Spain, Chec- 
koslavokia, and parts of Tunis, Al- 
giers and Morocco. 


Vanilla Bean Ass’n. 
Elects Officers 


At a recent meeting 
of the Vanilla Bean Association of 
America, Inc., Henry Salomon, of 
F. Huber & Co., was elected presi- 
dent. Mr. Salo- 
mon was former- 
ly vice-president 
of the Associa- 
tion. Other of- 
ficers elected 
were: E. S. Buck- 
ley of Thurston 
& Braidich, vice- 
president; and 
J. Manheimer, 
treasurer. Di- 
rectors are Fran- 
cis T. Dodge, Dodge & Olcott Co.; 
William Schilling, Jr., Norda Essen- 
tial Oil & Chemical Co., and Chester 
A. Smeltzer, Dammann & Smeltzer, 
Inc. 


Mr. Salomon 


Phillips Increases 
Cosmetic Plant 

The Chas. H. Phil- 
lips Chemical Co. has just completed 
a building expansion program for its 
manufacturing laboratories at Glen- 
rook, Conn., involving an expendit- 
ure of approximately $50,000. The 
expansion, according to Fred E. 
Weiss., vice-president in charge of 
factory production, was necessitated 
by the large scale production of 
Phillips’ “Milk of Magnesia Face 


Creams.” 


Kammer Resigns 
from Carr-Lowrey 


August F. Kammer, 
for many years vice-president and 
manager of the New York office of 
the Carr-Lowrey Glass Co., Ballti- 
more, Md., has resigned. Mr. Kam- 
mer has been closely identified with 
the toilet preparations field and has 
devoted a great deal of attention to 
the market development of glass 
packaging which took place in the 
last two decades. As yet, Mr. Kam- 
mer has not announced his plans for 
the future. 


Miss Glasson Joins 
Thomas Products 

Miss Alice Patricia 
Glasson has recently been added to 
the sales staff of Thomas Products, 
Buffalo, N. Y., manufacturers of 
“Brit-Tex” and 
other toilet prep- 
arations. Miss 
Glasson is very 
well fitted for her 
new position 
through her ex- 
perience in the 
advertising de- 
partment of Col- 
gate - Palmolive- 
Peet Co., where 
she wasemployed 
for seven years. In her capacity as 
educational director of the company, 
she was in charge of research pro- 
motion and the training of sales 
women. 


Withers Takes Over 
Boudreaux Laboratories 


The Boudreaux Lab- 
oratories, Detroit, manufacturers of 
cosmetics, have been reorganized. 
Edward F. Budrow’s interest in the 
business has been taken over by his 
partner, L. B. Withers, who is now 
sole owner. 

Several new distributors have been 


Miss Glasson 
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appointed for the distribution of the 
“Lo-Sage” hand lotion recently put 
on the market by this company. Na- 
tional distributor is H. E. Schmidt of 
Chicago. Distributors have recently 
been added in the following cities: 
Indianapolis, Ind., Harrisburg, Pa., 
Terra Haute, Ind., Altoona and New 
Cumberland, Pa., and St. Louis, Mo. 
The company expects to have 50 dis- 
tributors by Spring. The laborato- 
ries are at 320 Beaubien St. New 
products are to be added shortly. 


Pfaltz Celebrating 
Tenth Anniversary 


Harry E. Pfaltz 
who has specialized in the creation 
of perfumes for the trade for many 
years will complete his tenth year in 
business for him- 
self this month. 
In conform- 
ity with the de- 
velopment of his 
business, Mr. 
Pfaltz has in- 
creased the 
equipment and 
facilities of his 
laboratories and 
offices at 206 
West 19th St., 
New York, N. Y. In addition, the 
staff has been enlarged and a new 
sales program has been inaugurated. 

Mr. Pfaltz’s experience in the es- 
sential oil industry both here and 
abroad has extended over many 
years. Ten years ago, he decided to 
capitalize his knowledge and experi- 
ence and, accordingly, embarked in 
business for himself specializing 
chiefly in the development of odors. 
He is credited with the creation of a 
number of perfumes that are regard- 
ed as outstanding successes. 


Mr. Pfaltz 


No “Eye-Spraying” 
in California 


Cosmetologists may 
not seek to beautify women’s eyes 
by spraying them with a liquid prep- 
aration, it was ruled by California’s 
Attorney-General U. S. Webb. Such 
a practice would be illegal in that 
state, according to the Attorney-Gen- 
eral’s opinion written at the request 
of Dr. C. B. Pinkham, secretary of 
the California Board of Medical Ex- 
aminers, on March 24. Several large 
stores in San Francisco had adver- 


tised oil lotions for spraying in the 
eyes to make ladies more beautiful 
and glamorous. 
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Muller Here For 
Annual Visit 

Eugene Muller, gen- 
eral manager and director of J. Mero 
& Boyveau, Grasse, France, arrived in 
this country recently on the Nor- 
mandie for his 
annual visit to 
the United States. 
As usual Mr. 
Muller will make 
his headquarters 
with Dodge & Ol- 
cott Co., 180 Var- 
ick St., New 
York, the Amer- 
ican agents for 
his firm, and he Mr. Muller 
will visit his va- 
rious friends in the trade throughout 
the eastern and midd le western 
states. Mr. Muller expects to remain 
in this country about two months 
and looks forward with much pleas- 
ure to the renewal of the many 
friendly associations here in_ the 
States. 


Mikeselle Laboratories 
In New Quarters 


Mikeselle Laborato- 
ries, Inc. have moved into new and 
larger quarters at 4671 Hollywood 
Blvd., Hollywood, where a showroom 
has been opened in conjunction with 
the new laboratory. 


Form Southern Toilet 
Goods Association 


Meeting in executive 
session March 6 at Hotel Peabody, 
Memphis, Tenn., representative mem- 
bers of the toilet goods industry from 
all parts of the South formed the 
Southern Toilet Goods Association 
and elected F. M. Allen of National 
Toilet Co., Paris, Tenn., chairman. 
An election of officers and board of 
directors will be held at the next 
meeting. 

The principal business at the first 
meeting was a full discussion of 
plans to secure reduction or elimina- 
tion of the Federal Excise Tax on 
Now that all distributors 
are faced with rising costs of mate- 


cosmetics. 


rials and supplies on the one hand, 
and largely a fixed retail market 
price of 10c, 25c, 50c and $1 pack- 
ages on the other, the Southern toilet 
goods industry is at grips with the 
problem of how it can continue to 
pay this 10% Federal Excise Tax and 
survive. A plan was devised to lay 
the facts before the two responsible 
committees of the Congress at Wash- 
ington with the hope that relief will 
be given immediately either in the en- 
tire elimination of the tax or in its 
substantial reduction. 

In carrying out this plan, the 
Southern Toilet Goods Association 
expects to work with the National 


This demonstration showing the comparative refractive qualities of Lucite 
du Pont’s new plastic and of quartz crystal was given by Stuart P. Miller of 
the du Pont Company, at the New York Patent Law Association Annual 


Dinner. 


The illustration shows a mass of the thermoplastic resin, inter- 


nally fractured, and a like formation of quartz crystal each placed over a 


source of illumination. 
changing colors. 


The effect is a beautiful mixture of constantly 
The demonstration indicates that the plastic seems to 


have the same structural formation as that of rock quartz crystal as far as 
optical qualities are concerned. 





Toilet Goods Association, urging the 
national association to set a date for 
open hearings on the cosmetic ex- 
cise tax before Congressional com- 
mittees, and pledging solid represen- 
tation from Southern industry at this 
meeting. 

Representatives attending the meet- 
ing came from nearly all parts of 
the South. They represented most of 
the leading cosmetic companies oper- 
ating in that section of the country 
and many are nationally konwn. 
Among them were: William A. 
Webster, president and Dr. C. E. 
Kessler, William A. Webster Co., 
Memphis; J. H. Miller, president, 
Dorothy Perkins Co., St. Louis; 
Mitchum A. Warren, vice-president, 
Golden Peacock, Inc., Paris; L. D. 
Shearin, president, Dolly Dimple 
Co., Atlanta; T. E. Williams, Polly 
Peachtree Co., Atlanta; Roy Collins, 
president, Collins Chemical Co., 
Memphis; C. A. Hampton, vice-pres- 
ident and B. Braswell, Tyson & Co., 
Paris; Mr. Keene, J. R. Watkins Co., 
Memphis. 

Also J. G. Ayres, president, Puri- 
tan Cosmetics, Inc., St. Louis; Dr. 
C. R. Sizemore, president, St. Louis 
Perfume Co., St. Louis; Morris Sha- 
piro, president, Lucky Heart Co., 
Memphis; Joe Menkie, president, 
Keyston Laboratories, Memphis; Mc- 
Kay Van Vleet, president, McKesson- 
Van Vleet-Ellis Corp., Memphis; R. 
C. Carey and C. A. Harrelson, 
Plough Chemical Co., Memphis; 


Harry Kahn, Old Gold Chemical Co., 
Memphis; D. F. Nealon and F. M. 
Allen, National Toilet Co., Paris; 
Lewis M. Grafe, president, Snnny 
South Corp, Memphis. 

Suppliers’ representatives to attend 
were: W. B. Branch, Sherwood Petrol- 
eum Co., Atlanta; F. D. Jackson, F. 
N. Burt Co., Memphis; M. A. Carso, 
Hazel-Atlas Glass Co., New Orleans. 


Davis Named Arden 
General Manager 


Robert J. Davis, for- 
merly a major executive of the Hills 
Brothers Co., New York food com- 
pany, has been appointed general 
manager of Elizabeth Arden Sales 
Corp. Mr. Davis is a graduate of 
Amherst. He has been a resident of 
Montclair for many years and is 
prominent in its charitable activities, 
being vice-president of the Moun- 
tainside Hospital and a Trustee of 
the Montclair Community Chest. 


Dr. Katz on 
Trip to Europe 


Dr. Alexander Katz, 
chief chemist of Florasynth Labora- 
tories, Inc., New York, and director 
of that company’s Pacific Coast or- 
ganization, is in Europe with his 


family on a combined business and 
pleasure trip. They expect to visit 
Italy, Southern France, England, 
Holland, Belgium and the Scandina- 
vian countries and also to spend some 
time in Russia. 


Beauty Counselors Inc., of Detroit, celebrated its sixth Anniversary March 

23, simultaneous with the largest day’s business in the company’s history. 

G. W. Beeman, president cut a birthday cake with the other officials of the 
company and the office staff. 


Proprietary Association 
To Meet May 25 and 26 


The Proprietary As. 
sociation has announced the dates of 
its annual convention as May 25 and 
26 and the place, the Biltmore Ho. 
tel, New York City. A very full 
business program is being arranged 
which may include joint meetings on 
certain subjects of mutual interest 
with the Toilet Goods Association 
which meets in the same hotel and 
on the same dates. 


Stasse Joins 
Riedel Glass 


A. Stasse, formerly 
connected with the Nancy Crystal 
Co., Inc., has been appointed sales 
manager for the Jos. Riedel Glass 
Works, Inc., New 
York, general 
representative in 
N orth America 
for the Jos. Rie- 
del Glass Works 
of Czechoslova- 
kia. Mr. Stasse, 
who is well 
known in the in- 
dustry will have 
charge of the per- 
fume bottle de- 
partment of the organization. 

The Riedel company is one of the 
world’s largest suppliers of raw and 
colored glass and also manufactures 
hand blown and semi-automatic ma- 
chine made perfume bottles and at- 
omizer bottles. Stocks of the com- 
pany’s line will be carried by the 
New York company in both ground 
stopper and screw cap finishes. A 
private and special mould depart- 
ment will also be organized by the 
New York branch. 

The plant in Czechoslovakia has 
recently been re-equipped, modern- 
ized and reorganized to facilitate the 
handling of its foreign business. 


Mr. Stasse 


Lahoud on U. S. 
and European Trip 


John Lahoud of the 
soap and cosmetic company of that 
name located in Caracas, Venezuela, 
is visiting the United States in the 
course of a trip which will take him 
to the Paris exposition in France. 
Mr. Lahoud will be here for several 
weeks, sailing for Europe and re- 
turning by way of New York late in 
the Summer. 
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Francois Goby 
Returns to France 


Francois Goby, di- 
rector of Tombarel Fréres, Grasse, 
France, returned on the Conte de Sa- 
voia, March 6 after spending some 
time with the new representative of 
the company, the Tombarel Products 
Corp., New York, of which L. J. Zol- 
linger is president. Jean Goby who 
arrived a few weeks ago expects to 
devote much of his time in the tech- 
nical work of the business here, but 
also plans to visit various custom- 
ers. The accompanying photographs 
of Messrs. Goby and Zollinger were 
taken in the New York office of the 


company. 





Sam Schwob 


We have learned 
with deep regret of the sudden death 
of Sam Schwob, publisher and edi- 
tor of the Paris Revue des Marques, 
a journal devoted for many years to 
the interests of perfumers, manufac- 
turers of cosmetics and suppliers of 
raw materials. Mr. Schwob died in 
the course of a business trip from 
Paris to Grasse. Mr. Schwob leaves 
his widow who collaborated with her 
late husband in founding the maga- 
zine more than 15 years ago. 


Claude Randall Hammond 


Claude Randall 
Hammond, 49, died at his home in 
Brooklyn, N. Y., March 10. Mr. Ham- 
mond was a native of Augusta, Ga., 
where his mother still resides. He 
had been connected with the chemi- 
cal industry for many years with the 
old firm of Marden, Orth & Hastings, 
later with Calco Chemical Co., and 
recently with the alcohol industry as 
salesman for Rossville, American 
Commercial Alcohol and other large 
producers. 


Ralph S. Hirst 


Ralph S. Hirst one 
of the founders of the Camden & 
Philadelphia Soap Co., Philadelphia, 
died at his home in Berkeley Calif., 
March 14. Mr. Hirst was also con- 
nected with Smith, Kline & French 
Co., Philadelphia drug merchants 
and in 1917 moved to California 
where he erected a plant for the lat- 
ter company. He leaves his widow, 
ason, and a daughter. 
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World’s Fair Cosmetic 
Committee Meets 

An Advisory Com- 
mittee on Cosmetics for the New 
York World’s Fair 1939 held its first 
meeting in New York April 1, under 
the chairmanship of H. L. Brooks 
of Coty, Inc. Representative mem- 
bers of the industry and of the trade 
and general press made up the com- 
mittee. Early plans call for a sepa- 
rate building for the industry center- 
ing about a fair sponsored general 
exhibit to be flanked by displays of 
individual companies. At a later 
meeting more definite plans will be 
made. Suggestions from any mem- 
ber of the industry will be welcomed. 


Magnus Appoints 
Canadian Agent 


Magnus, Mabee & 
Reynard, Inc., New York house, has 
appointed Richardson Agencies Ltd., 
as sole representatives of “M M & R” 


L. J. Zollinger 


Francois Goby 











essential oils, concentrated flavors 
and perfuming materials in the Do- 
minion of Canada. F. G. Robin, ex- 
port manager, says “the growing 
market for ‘M M & R” essential oils 
in Canada has prompted the appoint- 
ment of Richardson Agencies. This 
company has had long experience in 
the merchandising of drug, pharma- 
ceutical and allied products.” Offices 
of Richardson Agencies Limited are 
at 454 King St., Toronto, Canada. 


Du Pont Exhibit 
Opens in New York 


A display of recent 
products of the chemical industry 
was opened at the New York Museum 
of Science and Industry, March 31, 
with a preview for the press and 
nearly 2,000 invited guests. The 
display is sponsored by E. I. du Pont 
de Nemours & Co., and an elaborate 
entertainment was presented at the 
preview. Among the products shown 
were several new plastics. 


ADVERTISING AGENCY CHANGES 


NAME AND ADDRESS 


Affiliated Products, Inc., 
Jersey City, N. J. 


Harriet Hubbard Ayer, Inc., New 


York . Cosmetics 


Gilda Audrey, New York 


Bo-Kay Perfume Co., Jacksonville, Fla.. Perfumes 


Elizabeth Flynn, New York 
Hinze Ambrosia, Inc., New York 


Norzel's Beauty Products Mfg. Co., 
Inc., Syracuse, N. Y. . 


Louise Rogers, Inc., Larchmont, N. Y.."Angel Skin’ 


Helena Rubinstein, New York 


PRODUCT 


" Kissproof" and 
"Outdoor Girl" Monroe F. Dreher, Inc., 
Cosmetics 


1. G. Antiseptic 


Cosmetics 


NEW AGENCY 


Newark, N. J. 


Grey Advertising Agency, Inc., 
New York 


Beauty Preparations. . Hirshon-Garfield, Inc., 


New York 
The Raymond Levy Organiza- 
tion, New York 


. Beauty Preparations. .Bachenheimer, Dundes & Frank, 


Inc., New York 


Skin cleanser, cream, Monroe F. Drelier, Inc., 
etc. 


New York 


John B. Flack Adv. Agency, 
Syracuse, N. Y. 

Gotham Advertising Co., 
New York 

Blaine-Thompson Co., Inc., 
New York 








FILLING 
PACKAGING. 
MACHINE Rms 


Pay STONES « smarra og 


DISPLAYS 


at the 


PAGKAGING SHO 










7 bd — a 
PONY LABELRITE caus 
er re 
= Az 
‘ Pree 








aU 


Wolf Award Prizes, a splendid series of lectures on all 
phases of packaging and many interesting displays by 
manufacturers of packages, packaging equipment, and 
packaging machinery featured the Seventh Annual Pack- 
aging Conference & Exposition at the Pennsylvania Hotel, 
New York, the week of March 23. 

The program was divided into sections the first on the 
general subject of packaging, a second on packaging ma- 
chinery, a third on bulk packaging and the final one on 
packing and shipping. The Wolf awards were presented 
at a luncheon on the first day of the meeting. Winners in 
the cosmetic and toilet preparations field were described 
and illustrated in our March issue. 

Attendance at the meetings was good and at the exposi- 
tion excellent, with exhibitors reporting not only more 
callers at their booths than in previous years, but also 
many worthwhile inquiries and not a few orders. Some 
of the most interesting and instructive displays are illus- 
trated on these pages. Other exhibitors included: Bakelite 
Corp. and E. I. Du Pont de Nemours & Co. 
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Goodman Lectures 
on Life of Perkin 


Dr. Herman Good- 
man, prominent dermatologist and 
author of “Cosmetic Dermatology,” 
discussed the life of Sir William Hen- 
ry Perkin, eminent British chemist, 
in a lecture before the Section on 
Historical Medicine of the New York 
Academy of Medicine, March 10. His 
paper was discussed by Dr. Victor 
Robinson and Dr. Victor G. Four- 
man of Compagnie Parento, Inc.., 
who discussed Perkin’s synthesis of 
coumarin. 


Simpson Now 
With Williams Bros. 


Charles T. Simpson 
who has been associated with the 
paper box business for many years 
has taken over the sales of odd 
shaped automatic made boxes for 
Williams Bros. of St. Josephs, Mich. 
At present Mr. Simpson is maintain- 
ing his sales offices at Warsaw, Ind. 


Kolmar Opens 
Eastern Plant 


Kolmar Laborator- 
ies, Milwaukee, Wis., manufacturers 
of private brand toilet goods, have 
just opened a new Eastern plant lo- 
cated in Hoboken, N. J. The new 
unit is for better service to the grow- 
ing list of Eastern customers of the 
company. 

Steady expansion of the busines: 
of Kolmar Laboratories has been the 
rule especially during the last few 
years. The company now has a staff 
of five chemists. The photograph 
shows the new. Hoboken plant. 


Brinsley Bush 
Visiting America 


H. Brinsley Bush, 
director of W. J. Bush & Co., Ltd.. 
London, England, arrived in New 
York on the Queen Mary, March 22 
enroute to the Pacific Coast. After 
a few days in New York, Mr. Bush 
left for the Pacific Coast and his 
headquarters during his trip to this 
country will be with W. J. Bush Cit- 
rus Products Co., Inc., National City, 
Calif. 


New Officers for 
Thorn Tite Tops, Inc. 
Thorn Tite 
Inc., has been reorganized with the 
following officers: Percy M. Thorn, 
president; Esmond P. O’Brien, vice- 
president; Frank W. Graves, treas- 
urer; and Kenneth W. Romeyn, sec- 
retary. The company is now located 
at its new quarters, 202 East 44th 
St., New York, where ample facilities 
are available for offices and a labora- 
tory for experimental work. 


Tops, 


Washington Cosmetic 
Law Vetoed by Governor 


The proposed Food, 
Drug and Cosmetic Law, which was 
passed by both houses of the legis- 
lature of the State of Washington 
was vetoed by the Governor after nu- 
merous protests had been filed with 
him urging him to withhold approval 
until the enactment of Federal Legis- 
lation covering the subject. 

A somewhat similar bill has been 
introduced in the legislature of the 
State of Pennsylvania. It follows 
closely the lines of the New York 


bill, reported fully in our last issue, 
Another cosmetic and drug control 
bill has been introduced in the IIli- 
nois legislature. 


K. T. Keller Named 
Schimmel & Co., Director 


Dr. K. T. Keller. 
has been elected a member of the 
board of directors of Schimmel & 
Co., A. G., Miltitz-Leipzig, Germany, 
Dr. Keller is 
production man- 
ager of this well 
known house, 
Many members 
of the trade met 
Dr. Keller when 
he visited Schim- 
mel & Co., Ine., 
New York, 
American 
branch of the 
company last 
Spring. His brother, Gert Keller is 
general manager of the American 


Dr. Keller 


company. 


A Correction 


In the article on Cit- 
ronellal and Hydroxycitronellal by 
Dr. K. Bournot in our March issue 
appeared two structural formulae for 
citronellal in which errors in the 
placing of the double bond were 
made. The formula for the terpi- 
nolenic form should have read: 


HC 
H.C >C:CH.CH..CH:.CH.CH:.CHO 


| 
CH; 


That for the limonenic form should 

have read: 

— CH. . CHO 

H.c 2C-CH:.CH:.CH:.CH.CH:. 
CH; 


Miss Fisher 
in Europe 


Miss Janice V. B. 
Fisher of Parfums Weil Paris, Inc., 
New York, sailed March 18 on the 
Europa for a month’s vacation on the 
continent. 


New Members For 
California Association 

The California 
Cosmetic Association announces the 
following active new members: Cos- 
ray Cosmetic Co., Movie Cosmetic 
Co., House of Westmore, Dorothea 
Cosmetics. 
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British Industries Fair 


The British Indus- 
tries Fair for 1937 was held, as in 
past years, in February, at Olympia 
and the White City, London, and at 
Castle Bromich, Birmingham. Al- 
though of larger size than previous 
fairs, perfumes and cosmetics were 
not so well represented this year. 
This, however, is not due to any fall- 
ing off in the trade in the British 
Isles. Indeed, the industry is boom- 
ing; and our London correspondent 
was assured by one leading firm that 
did not exhibit this year, that their 
abstention was due to the fact that 
their export trade had grown to such 
dimensions that it was as much as 


could be handled. 


British made _ synthetics, com- 
pounds, flavoring essences, solvents, 
plasticisers, and harmless colours, 
and essential oils distilled in Great 
Britain were represented by the dis- 
plays of such firms as W. J. Bush & 
Co., Ltd., A. Boake, Roberts and Co., 
Ltd., Howards & Sons, Ltd., the 
Distillers Co., Ltd., and Williams 
(Hounslow) Ltd. Novelties included 
a new Russian leather compound, 
“Cuir de Russe 1625” (Bush), a new 
walnut flavor for ice-cream (Bush), 
and new grades of di- and tetra-flu- 
oresceine for lipsticks (Williams). 
Boake, Roberts and Howards showed 
menthyl salicylate, which has recent- 
ly come into great prominence as an 
effective material for the production 
of anti-sunburn creams and oils, and 
whose use for the purpose is not pro- 
tected by patent in Great Britain as it 
isin America. Albright and Wilson, 
Ltd., showed, among other products, 
strontium sulfide and tin oxide; and 
National Titanium Pigments, Ltd., 
had a display of titanium dioxide 
(98 to 100%). Monsanto Chemicals, 
Ltd., had a display of p-chlor-meta- 
cresol and related products used as 
preservatives against mould. 


In the section devoted to finished 
products, special Coronation packs 
were much in evidence. The most 
attractive stalls were those of Potter 
& Moore, Ltd., who specialised in 
Coronation packs for the firm’s well- 
known “Mitcham Lavender”, and 
John Gosnell and Co., Ltd. The firm, 
it is interesting to note, still finds an 
excellent demand for “Cherry Blos- 
som” perfume in its original pack- 
ing. The American agent for this 
company is George A. Cranfield & 
Son, Santa Monica, Calif. 
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SUPPLIERS’ HELPS 


Copies of any of the material men- 
tioned in this section may be had 
from The American Perfumer 
unless otherwise stated. Simply 
send a postal card to Suppliers’ 
Helps, The American Perfumer, 
9 East 58th Street, New York City. 


] ETABLISSEMENTS ROU RE BeER- 
TRAND FILs ET Justin Dupont. “Re- 
cherches.” 

The former technical bulletin service 
of this important Grasse house rep- 


resented in America by the George 
Silver Import Co., New York, has 
been resumed with this most attrac- 
tive and well edited magazine. In the 
first issue appears a description of 
the purposes of the magazine, a fine 
article on flowers, a study of the 
ethers of heptyl alcohol by Dr. Max 
Roger and F. Dvolaitzkaya, and a 
thorough review of the patent and 
trade press literature. Suggestions 
for the use of some of the company’s 
latest novelties and a series of bottle 
and package designs complete the 
issue of over 30 pages. 


] BAKELITE Corp., New York. “A 
Guide to Modern Packaging with 
‘Bakelite’ Materials” 

This very handsome book of 50 pages 


discusses the relationship of packag- 


ing and merchandising, giving yard- 
sticks to measure the selling power 
of a new package. Size, design, col- 
or, illustration, copy and other fac- 
tors in the design of the package are 
thoroughly discussed. A second sec- 
tion describes the use of “Bakelite” 
to accomplish the things discussed in 
the first and more general section. 
The book is handsomely illustrated 
and well worth the consideration of 
the designer or the manufacturer. 

A supplement gives specific infor- 
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FOR MANUFACTURERS 


mation regarding “Bakelite” molded 
closures and especially their applica- 
tion in the wine and liquor field. 


] GivauDAN-DELAWANNA, INc., “The 
Givaudanian” March, 1937. 
This issue contains an article on the 
excise tax on cosmetics and a most 
interesting editorial on the old prob- 
lem of the “decline clause” in raw 
material contracts by Dr. Eric C. 
Kunz, executive vice-president of the 
company. 


| Peek & VeELsor, INc., New York. 
Circular on Finger Wave Concen- 
trate. 
This folder describes the company’s 
special finger wave concentrate and 
gives formulae for its use. Listed 
are also other specialties for the cos- 
metic and toilet preparations trade, 
including powdered henna, various 
gums, almond meal and orris root. 


] Stokes & SmitH Co., PHILADEL- 
PHIA. Circular. 
This attractive illustrated folder de- 
scribes the packaging service of the 
company. It is illustrated with pic- 
tures of a few of the machines and a 
large number of packages on which 
S & S machines are used. 


| Forses Lirnocrapu Co., Boston. 
Calendar. 
This large wall calendar consists of 
a very handsome reproduction of the 
painting, “Golden Evening” by Mon- 
tague Dawson. It shows the clipper 
ship, Sovereign of the Seas in full 
sail. The calendar runs from March, 
1937 to March, 1938. 


| Aucust Giese & Son, New York. 
Bulletin No. 150. “Filter Apparatus 
for Industrial Purposes.” 

This little booklet describes the com- 
pany’s line of filters and filter aids 
including the well known Berhefeld 
filters. Descriptions and suggestions 
for proper use of filtering equipment 
make it extremely valuable for the 
factory superintendent. 

[] F. J. Srokes Macuine Co. “Two 
New Ideas in Tube Filling, Closing 
and Sealing.” 

This interesting leaflet describes two 
new developments of the company’s 
engineers in the tube filling opera- 
tion. The first is “fat filling” a 
method by which collapsible tubes 


are filled more completely and fully 
than under previous methods and the 
second a sealing process for making 
the closures air-tight and leakproof. 


| Harriet HuBBARD 
New York. Price List. 
The company has issued a new price 
list of its extensive line of beauty 
preparations under date of March 1. 
The list includes several new items: 
“Afterbath Lotion,” “After-Shaving 
Lotion,” “Hand Cream,” “Nail Oil” 
which also comes in sets with enamel 
and remover, and satin sachet sets, 
New names have been adopted for 
some of the familiar products. “Eau 
de Beaute” is now “Skin Tonic;” 
“Muscle Oil” is now “Texture Oil,” 
and “Eau Dentifrice” has been re- 
named “Mouth Lotion.” 


AYER, INc.. 


(] Tue J. H. Day Co., Cincinnati. 
“Ro-Ball” gyrating screens. 

The handsomely illustrated booklet 
describes and gives specifications for 
its line of “Ro-Ball” stabilized gyrat- 
ing screens and lists many users in 
the toilet preparations and_ allied 


fields. 


| Mavoi. Cosmetic Co., Hotty- 
woop. “Mavoil Hair Products.” 
This circular describes ‘““Mavoil” hair 
oil and shampoo and gives instruc- 
tions for their use. 


[_] ARMSTRONG Cork Propucts Co., 
“Better Seals for Better Sales.” 

A new catalog containing informa- 
tion on various types of closures for 


glass-packaged merchandise, pub- 
lished by the Armstrong Cork Prod- 
ucts Co. The catalog gives complete 
data on molded plastic caps, metal 
caps, corks, embossed-top corks, 
molded-top corks, applicator caps, 
cellulose caps and bands for over- 
seals, and liners of all types. 
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GANADIAN NEWS and NOTES 


Liggett Opens New 
Store in Hamilton 


What is declared to 
be the finest store but one in the 
whole international organization of 
the Louis K. Liggett Co., was re- 
cently opened in Hamilton, Ont. The 
store is located at King and James 
Sts., in the heart of Hamilton’s down- 
town business section. Mr. Liggett 
made a special visit to Hamilton to 
be present and officiate at the open- 
ing of the store. The store is com- 
pletely departmentized, with cosmet- 
ics, “perfume bar,” men’s toiletries 
and drugs attractively located. The 
“perfume bar” is one of the most at- 
tractive departments in the store. It 
is constructed of glass, mirrors and 
stainless steel trim, with attractive 
tubular lighting. This forms an ex- 
cellent setting and displays the wide 
range of perfumes to the greatest ad- 
vantage. 


Urges “Bring Out” 
to Replace “Make-up” 

An expert cosmetic 
demonstrator employed by a well 
known firm doing business in Can- 
ada recently expressed the opinion 
to The American Perfumer that the 
old term “make-up” should be re- 
placed by a term meaning to “bring 
out.” Six years’ experience in sell- 
ing to Canadian women has made 
this fact increasingly evident, she 
said. 

“Canadian women are conserva- 
tive. They are also inclined to be 
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honest and to demand honesty in 
“For 
this reason, I believe there should be 
a new term introduced.” Sales might 
be considerably increased by a slight 
change in the vocabulary of persons 
selling cosmetics, she said. Canadian 
women frequently object to the term 
“make-up.” While they use it when 
considering treatment of their skins 
for complexion or diet faults because 
it is generally used, they don’t like it. 

“I think the point should be clearly 
made that the scientific care of the 
skin is a legitimate branch of hygiene 
and includes attention to diet, pos- 
ture, nerves and so on,” the expert 
said. “The superficial idea of ‘make- 
up’ is going out among many retail- 
ers and manufacturers of cosmetics.” 


business dealings,” she said. 


Pepsodent Adopts 
Del Credere Plan 


Three important de- 
velopments have been announced by 
the Pepsodent Company of Canada, 
Ltd. First is the incorporation of a 
limited Canadian company which 
will be known as the Pepsodent Com- 
pany of Canada, Ltd. Second is the 
nation-wide introduction of the del 
credere factor plan of distribution. 
Third is the announcement of new 
lower list prices and greater profit to 
the retailer on all Pepsodent products. 
Most druggists in Canada are famil- 
iar with the del credere factor plan 
which has met with considerable ac- 
ceptance in United States. It will 
become effective, so far as Pepsodent 


products are concerned, on April 1 
when the Pepsodent Company of Can- 
ada, Ltd., will begin to distribute all 
Pepsodent products through a selected 
list of wholesalers appointed Pepso- 
dent factors. A sufficient number has 
been chosen to give complete coast- 
to-coast distribution. This develop- 
ment, it is stated, will be backed up 
by the greatest advertising campaign 
in Pepsodent history, carrying the 
appeal of Pepsodent tooth paste and 
Pepsodent tooth powder. 


T.M.A. Gives St. 
Patrick’s Day Party 


An Irish Day lunch- 
eon was held by the Travelling Men’s 
Auxiliary to the Ontario Retail Drug- 
gists’ Association at the King Ed- 
ward Hotel on Saturday, March 13. 
About seventy members attended. 
Irish stories and Irish wit were in- 
terspersed with songs by “Doc” Sun- 
shine, radio entertainer, and Joe 
Clark. The speaker of the day was 
W. M. Philpott of the Liberty Pub- 
lishing Co., Toronto, who discussed 
a number of important angles of re- 
tail merchandising. Salesmanship, 
Mr. Philpott said, had been the prime 
factor in bringing about the popu- 
larity of hundreds of products which 
only a short time ago were regarded 
as luxuries. This had been possible 
because of the instinctive desire of 
people to raise their standard of liv- 
ing. 

“In selling this great market, the 
importance of the retailer cannot be 
overlooked,” he said. “Getting goods 
on the dealers’ shelves is only a small 
part of the manufacturers’ task be- 
cause no money can come back un- 
til the dealer has resold them. For 
this reason the goodwill and sup- 
port of the retailer is essential.” 


United Drug Co. 
Gives Annual Party 


Friday, February 
27, saw one of the brighest and most 
enjoyable dances ever staged by the 
United Drug Co., Toronto. The an- 
nual affair was attended by 575 Rex- 
allites, friends and guests. Stanley 
St. John’s orchestra supplied the mu- 
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Guests 
were present from New York, Bos- 
ton as well as from a large number 
of cities and towns throughout On- 
tario. 

John R. Kennedy, president of the 
United Drug Co., was honored just 
before the supper when he was pre- 
sented with an insignia of office be- 
ing the title of “Chief Rexallite of 
Canada” by Mayor W. D. Robbins 
of Toronto, who was introduced by 
W. B. Ross, vice-president of the 
company. The presentation was a 
duplicate of that made to the late 
president, J. W. McCoubrey at the 
Silver Jubilee Convention in 1935. 


sic in the crystal ballroom. 


Pharmacy Seniors 
Give “At Home” 


A successful “At 
Home” was held by the graduating 
class of the Ontario College of Phar- 
macy at the Eaton Auditorium on 
Friday, February 19. There were ap- 
proximately 500 students and guests 
present, dancing to the music of Car- 
roll Lucas and his orchestra, accom- 
panied by Kay Bailey, Toronto radio 
singer. Early in the programme, a 
reception line composed of the pa- 


trons and patronesses, the honorary 
vice-president and the president of 


the class of °37 was formed inside 
the main entrance to the auditorium. 
Guests were announced by a butler. 
Dinner was served in the Round 
Room. the tables being gaily deco- 
rated. Among those present were 
Dean and Mrs. Heebner. Dr. and 
Mrs. P. L. Scott, Prof. and Mrs. R. 
O. Hurst. Prof. and Mrs. C. C. Clark. 
Dr. Beamish, Dr. Jocelyn Rogers and 
Inspector Smith of the O. C. P. 


Toiletry Taxes 
Nearly $1,000,000 


It is estimated that 
the cosmetic, toiletry and soap man- 
ufacturers in Canada paid in special 
taxes to the Federal Treasury in 1936 
an average of about $2,750 per day. 
In this manner the Treasury raised 
the sum of $946,705 by this tax. 
Toilet soap accounted for $191,063 
of the total amount. 


Hawkins Retiring 
from Wright Company 

Hicks Hawkins. 
president and co-founder of the firm 
of Norman S. Wright & Co., Toron- 
to. is retiring from business in the 
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near future and expects to devote his 
time to travel and his favorite hob- 
bies. The firm he helped to organize 
fifteen years ago will continue to 
carry on as usual. 


Numerous Tariff Changes 
Planned at Ottawa 


There are more tar- 
iff changes in drug and cosmetic 
lines in the recently announced fed- 
eral budget than for a number of 
years past. While a lot of them are 
comparatively small changes which 
will not have much affect on the lo- 
cal trade, they will no doubt be 
of assistance in encouraging British 
trade in Canada. 

Among the more important changes 
is the cut in duty on British alcoholic 
perfumes from 60 per cent to 30 per 
cent. Manufacturers and importers 
of these lines advise The American 
Perjumer that this change will have 
a noticeable effect. It applies to “al- 
coholic perfumes and perfumed spir- 
its, bay rum, cologne and lavender 
waters, lotions, hair, tooth and skin 
washes and other toilet preparations 
containing spirits of any kind when 
in bottles or flasks containing not 
more than four ounces each.” 

A toilet article manufacturer says 
this reduction will make it possible 
to import bottled perfumes and 
other alcoholic toiletries consider- 
ably cheaper than formerly. As a 
result he anticipates increased com- 
petition from British firms. 

The duty on other British toilet 
articles was reduced by five per cent. 
the duty on such goods from United 
States remaining at 40 per cent. While 
this will be of some advantage to 
British firms, it is not believed to be 
sufficient to have any great effect on 
the situation here. No price reduc- 
tions on imported British toiletries 
are expected as a result of this small 
change. 


Tariff Changes 
Interest Industry 


Included in the tar- 
iff schedule announced in his Budget 
speech at Ottawa February 25 by 
Hon. Charles Dunning, Minister of 
Finance of Canada, were several 
items of interest to the soap, per- 
fumery and drug trades. Duty on 
non-alcoholic toilet preparations, in- 
cluding powders and perfumed prep- 
arations from Britain is reduced from 


20% under the 1932 agreement to 
15% under the new. Tariff on Brit. 
ish soap powders and mineral soap 
are reduced from 224% to 20%, 
Toilet articles such as brushes, buf. 
fers, combs, cuticle knives and per. 
fume bottles remain with the same 
British preference tariff of 1714% as 
do alcoholic perfumes such as co- 
logne, lavender water, lotions and 
skin washes. The duty on the latter 
items is 30%. 

In the following schedules the 
number of the tariff item is given 
first; then the description of the com. 
modity and the new tariff rate under 
the three classes—British preference, 
intermediate and general in the order 
named. The old rates follow in 
brackets. The letters (n.o.p.) occa- 
sionally employed, signify “Not 
otherwise provided for.” The sched. 
uled items affecting these trades fol- 
low: 

157e—Isopropyl alcohol, per gal- 
lon, Free, 50 cents, $1.00; (free, 
25%, 25%). 

160—Alcoholic perfumes and per- 
fumed spirits, bay rum, cologne and 
lavender waters, lotions, hair, tooth 
and skin washes, and other toilet 
preparations containing spirits of 
any kind. 

(a) when in bottles or flasks con- 
taining not more than four ounces 
each, 30%, 90%, 90%; (60%, 
90% ; 90). | 

(a) when dry, 1714%, 25%, 25%; 
(20, 25 and 25%). 
228—Soap powders, powdered 
soap, mineral soap, and soap, n.0o.p., 
20%, 3214%, 321% (22U%, 
321%, 32% %). : 

234—Perfumery, including toilet 
preparations, non-alcoholic, viz., hair 
oils, tooth and other powders and 
washes, pomatums, pastes and all 
other perfumed preparations, skin, 
15%, 40%, 40% (20%, 40%, 
10%). 

264—Essential oils, n.o.p., includ- 
ing bay oil, otto of limes and pep- 
permint, oil 714%. 

277—Palm and palm kernel oil, 
unbleached or bleached, not edible; 
shea butter, 10%. 

278—Oils, viz.: 
and palm kernel; 
manufacturing 
heavy oil, 10%. 


coconut, palm, 
not edible, for 
soap; carbolic or 

278B—Crude peanut oil, for re- 
fining for edible purposes, used as 
materials in Canadian manufactures, 
1O%. 
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CORDA D hmatlms 


VERY consumer likes the 

right kind of tube bet- 
ter than other containers 
for a majority of products 
. . . because of ease and 
economy in use, because 
of absolute protection of 
contents. Ask for repre- 
sentative samples today! 
We also make bottle 
sprinkler tops. Investigate. 
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TOMBAREL 


PRODUCTS CORPORATION 





EXCLUSIVE REPRESENTATIVE FOR THE 


UNITED STATES, CANADA AND CUBA 


for 


TOMBAREL F RERES, Grasse, France 


A TRADITIONALLY DEPENDABLE SOURCE 


OF NATURAL RAW MATERIALS FOR PERFUME, 


SOAP AND COSMETIC MANUFACTURERS. 





TOMBAREL PRODUCTS CORPORATION 


9 EAST 19th STREET e Phone: GRAMERCY 7-7374-5 e NEW YORK, N. Y. 


L. J. ZOLLINGER, President 
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Moreh Me lonth yt Salicylate 


There is a large and growing market for Sunburn preventives 
and “Tan” promoting preparations of merit. 


The actual use of sun-tan preparations containing Merck 
Menthyl Salicylate proved very satisfactory last summer. 
A real opportunity for profitable sales and satisfied customers 
is ahead for manufacturers of quality sun-tan oils and creams 
which contain this ingredient. 


Laboratory tests studying the absorption spectra, using 
ultra violet light and a quartz spectograph, indicate that 
with the proper amount of Merck Menthyl Salicylate, 95% 
of the burning and blistering effects of 2900 to 3100 Angstrom 
units are absorbed. 


Now is the time to perfect your sun-tan products with the 
use of Merck Menthyl Salicylate. We shall be pleased to give 
you detailed information and prices on request. 


OTHER MERCK CHEMICALS USED IN 
COSMETIC AND TOILET PREPARATIONS 


Benzocaine 
Chlorbutanol Calamine 
Calcium Carbonate Glycerin 
Lanum (Lanolin) Kaolin Colloidal 
Sodium Sulfite 
Potassium Sulfite Acid Salicylic 
Quinine Alkaloid Quinine Bisu!fate 
Quinine Dihydrochloride 
Quinine Oleate Zine Sulfocarbolate 
Zine Oxide Zine Stearate 
Magnesium Carbonate Aluminum Chloride 
Strontium Sulfide Barium Sulfide 
Ammonium Carbonate 
Sodium Stearate 
Absorption Base (contains oxy-cholesterin, 
iso-cholesterin and other fatty acid esters) 


RAHWAY, N. J. 


St. Louis: 4528 S. Broadway 


MERCK & CO. Inc. Manufacturing Chemists 


New York: 161 Sixth Avenue ° Philadelphia : 916 Parrish Street . 
In Canada: Merck & Co. Ltd., Montreal and Toronto 
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(Continued from page 61) 
ministrative standpoint. There was 
the matter of where to try cases in- 
volving alleged violations of the law 
and the subject of standards of qual- 
ity concerning which everyone inter- 
ested might have a different story. 

However, it is safe to say that un- 
compromising 0 p position to the 
Copeland Bill is today the determin- 
ing factor. The administration feels 
the latter measure fails utterly in the 
matter of regulating false and mis- 
leading advertising. The injunctive 
process, while a step in the right di- 
rection, is worth no more than cease 
and desist orders from the Federal 
Trade Commission in controlling un- 
truthful advertisements, in the ad- 
ministration’s opinion. 

It is the official view of the matter 
that neither the Copeland nor Chap- 
man bills provide a method for pre- 
venting false and misleading adver- 
tising prior to its occurrence. It is 
felt that even where maximum pen- 
alties are applied the mislabeling or 
advertisements complained of have 
become obsolete and the damage 
done. In the case of the Copeland 
measure, particularly, there is a 
strong undercurrent of opinion in 
administration circles that it goes too 
far in classifying as drugs applica- 
tions and devices that belong in an 
entirely different category. 

But even with these objections it 
would seem that the Chapman Bill 
might somehow get through at this 
session with material alterations. 
Such a view, 
basis on which the United States Sen- 
ate conducts its business. In that 
body the most potent influence for or 


however, ignores the 


against a given piece of legislation 
is the rule of personal privilege. 
If, for instance, a given Senator has 
been in constant charge of a bill, it 
would be a violation of sacred tra- 
ditions to deprive him of that priv- 
ilege and turn over its handling to 


another. Thus if Senator Copeland 
chose to sidetrack the Chapman Bill 
when it came to the upper house, 
the personal privilege rule probably 
would operate. 

Another event leading up to the 
tragedy has been the astonishing re- 
vival recently of the idea that control 
of advertising, if any, should be vest- 
ed in the Federal Trade Commission. 
This sentiment is partiularly strong 
in the House, which now seems to 
have the whip hand in respect of 
food and drugs legislation. It has 


0 


been impressed upon the lower cham- 
ber that if jurisdiction over advertis- 
ing were placed in the Food and 
Drug Administration a dual respon- 
sibility would result. 

It has somehow been driven home 
to the handler of the legislation in 
the House that the Trade Commis- 
sion by its organic act has jurisdic- 
tion over false advertising and that 
to vest another agency with the same 
authority would only result in grief 
for the industry. It has not been 
driven home to them that the com- 
mission has long enjoyed this author- 
ity and has done little if anything 
about it and that the commission is 
entirely dependent on the technical 
knowledge of the Food and Drug Ad- 
ministration for information and an- 
alyses on which to base its findings. 

In any event, the situation is now 
so involved that the most enthusiastic 
supporters of strengthening amend- 
ments to the Wiley law are thorough- 
ly reconciled to another session of 
Congress without obtaining action on 
such legislation. Except to the die- 
hards the issue is a dead one as far 
as this session is concerned and that 
seems to include the women’s and 
consumers organizations that cam- 
paigned so vigorously for the Cope- 
land Bill during the preceding Con- 
gressional term. To try to arouse 
the interest of Senators and Repre- 
sentatives in the subject these days 
is like whipping a dead horse. 


Tydings-Miller 
Bill Probable 


Meanwhile a lot of 
guessing is going on as to the prob- 
able fate of the Tydings-Miller resale 
price measure. Actually the only 
thing in the way of its passage is the 
matter of getting it to a vote. As one 
Senator said to the writer recently: 

“Can you imagine a Senator or 
Representative voting against such a 
bill when thirty-odd states have en- 
acted similar legislation for them- 
selves? To do so would be to commit 
political suicide. For who is a Sen- 
ator or Representative to challenge 
the acts of his state legislature. 

From Congressman Celler of New 
York comes more substantial indica- 
tions that the Tydings-Miller meas- 
ure will pass. While he professes 
to be unalterably opposed to it, he 
has served notice that he will vote 
for the bill. And Mr. Celler is known 
for his happy faculty of voting con- 
sistently on the winning side of any 


issue. His reason for voting for the 
measure, he says will be his deter. 
mination to do anything he can to 
outlaw “loss leaders.” He has this to 
say on the subject: 

“The Tydings-Miller Bill is step 
two in the price-fixing plan of which 
the Robinson-Patman act is step one, 
The object of the latter was to get 
such low quantities of those trade- 
marked goods on which maximum 
discounts might be given that the 
very word “quantity” would accord- 
ingly become a misnomer and a joke, 
Manufacturers are already advertis- 
ing purchases of $5 and less as being 
‘quantity purchases.’ ” 

That is the way Mr. Celler feels 
about the resale price measure. But 
he has said he will vote for its 


passage. 





NEW COMPANIES 

Simoni Manufacturing Co. Inc., 
New York, cosmetics, $20,000. Filed 
by S. O. Menikoff, 217 Broadway, 
New York. 

American Tropical Products Co, 
Inc., New York, cosmetics, $10,000. 
Filed by Albany Service Co., 315 
Broadway, New York. 

Condot Cosmetiques, Inc., New 
York, cosmetics, 100 shares no par 
value. Filed by Schwartz & Frolich, 
1450 Broadway, New York. 

Imogene Shepherd Ltd., Wilming- 
ton, Del., cosmetics, antiseptics, 1,000 
shares. Filed by Corporation Trust 
Co., Wilmington, Del. 

General Cosmetics Corp., 208 S. 
La Salle St., Chicago, Ill., wares and 
merchandise, 100,000 shares par 
value common. Incorporators: J. M. 
Roach, G. M. Densberger and L. R. 
Sandberg. Filed by Murray, Ker- 
win and Ruff, W. Jackson Blvd., 
Chicago. 

Warwick House Ltd., New York, 
cosmetics, 100 shares no par value. 
Filed by Albany Service Co., 315 
Broadway, New York. 

Cosmetics Developments, Inc., 
New York, cosmetics, 200 shares no 
par value. Filed by Jos. J. Juhess, 
36 W. 44th St., New York. 

Babani, Inc., New York, cosmetics, 
100 shares no par value. Filed by 
Samuel Silverman, 274 Madison 
Ave., New York. 

Acme Soap Mfg. Co., New York, 
disinfectants, $20,000. Filed by 
Kreindler, Warshaw & Baron, 270 
Broadway, New York. 
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AT STOCK PRICE 


Distinetiveness of packaging has a powerful sales an outstanding success. “J-32” is carried in stock, 
appeal--but a custom-made bottle inevitably adds for immediate delivery in 2 ounee, 1, 2, 3, 4, 6, 8, and 
problems of cost and delay. This new Swindell 16 ounce sizes. It is made with G. C. A. medium 
bottle gives you real custom distinction and at the serew finish; and, if you wish, can be delivered with 
same time offers you the two-fold advantage of low black Bakelite caps. 
stock prices and a ready supply to draw upon for With the Swindell beauty of distribution is com- 
immediate delivery--thus avoiding overloaded in- bined a rugged sturdiness, so that the bottles may 
ventories and costly delays. take their place on the average produetion line 

“]-32” is a new and improved treatment of the —_— without fear of breakage or hold ups. 


graceful and simple lines which made “330” such Write for samples and prices -- today! 


When you think of 
Bottles, think o 
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SWINDELL BROTHERS + BALTIMORE *+ NEW YORK 








1,500,000. 60RIES A WEEK 
BY THE BA OF THE YEAR 


. 
mgMassy, | Mor ad vertising is proportionate to cir- 
indicated\a curre val deraard for i Meanwhile the cost of pro- 
LIFE of over 5,000)000 "> . res i ultiple-millions-a-week of a 
hat indicat ing of the character of LIFE would 


second place, it is now, and will 

week now and rise gra fOr a g time, physically impossible 
by the end of the year. \dyada\any such number of copies. 
Why? e mecessary paper order (for LIFE’s 
There are two reasons why yeas) went out tomorrow, it 
that a total of 5 or 6,000,000 copie ake\'a\ year to build new plants 
week is the kind of demand we can not WY 4 ess manufacturers would 
follow this year. & ber to supply the required 
In the first place, we can not afford it. & order for new types of 


It will be at least a year before income _ presses N'E’s kind of printing). 
‘ 


Meanwhile LIFE is already a record-bredking magazine and 
advertising medium. No new magazine ever approached its 
soar to a million in three months. No new magazine ever ap- 
proached its advertising record, by linage or d6llar volume, 
because advertisers realize that LIFE is eagerly and thoroughly 
read by all members of the families in over a million well-to- 
do homes. 

The extraordinary, proved selling power of this all-picture 
advertising medium is largely explainable by the fact that peo- 
ple /ike pictures—more definitely explained by the fact that... 


PEOPLE LIKE LIFE 


ana 10 CENTS 
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Relves of this service. 


permits. 


the industry 


Answers will be published as rap- 


We shall be glad to reply promptly by mail to 


any reader who will enclose a self addressed envelope with his query. 


104.—CRITICIZING FORMULAE 


Q. I have been a reader of your mag- 
azine for several years, and found it 
very useful and helpful. Once before 
/ called on you for help with a liquid 
cream. Your reply in the Q & A De- 
partment has stopped my trouble, 
making only those changes you sug- 
gested. I am enclosing two formulae 
and directions for their manufacture, 
and complaints now made on these 
products. I hope you can again come 
to my rescue.—V. O. Y., Florida. 

A. You are heating the Irish moss 
Five minutes will prob- 
ably suffice. The formula has too 
much borax too. You also have too 
much potassium bicarbonate. The 


too long. 


sodium benzoate will not preserve in 
this solution, as you have already 
found out. There is not enough for- 
maldehyde to preserve your lotion 
either. The use of coconut oil is not 
recommended in this type of cosmet- 
ic. A method of manufacture and 
other suggestions go to you under 
separate mailing. The second for- 
mula is out of our line, sorry. 


105.—WAVING SOLUTIONS 


Q. Will you kindly submit formulas 
for the following permanent wave 
solutions: 1) milky lotion, 2) clear 
lotion, 3) pre-heat lotion, and 4) 
non-ammoniacal lotion. Thank you 
for an early reply. D. O. L., N. Y. 
A. You can modify the following 
formula to give either a clear or 
milky lotion by either using the oil 
or leaving it out. 


Stronger ammonia water ounces 


Borax - 
Permanent wave oil re 
Dist. water to make.... 


The source of supply for this oil has 


“ 


been sent you by letter. A non-am- 


o 
oO 


monia wave lotion can be made with 
the following as a type: 
Potassium carbonate 
Anhydrous borax 
Sodium bicarbonate ‘i 
List. water to make.... 100 “ 
We are not acquainted with a pre- 
heat lotion. Either send us a sample 
or tell us more about the product, 
along with a self addressed stamped 
envelope for additional advice. 


3 ounces 


106.—STANDARD FOR 
EXTRACT OF ROSE 
Q. We are writing you in the expec- 
tation of being able to secure infor- 
mation regarding the standard in the 
United States for Extract of Rose. 
Our Department of Health at Ottawa 
informs us that it is the same as the 
Canada, viz: not less than four-tenths 
(0.4) per cent by volume of otto of 
roses. This we maintain is too high 
for Canada, having regard to the cost 
which is definitely greater than the 
highest price we get for the goods. 
Our prices to the dealer at present on 
the 14% ounce size is $1.45 per doz. 
less graded discounts for quantities. 
The cost of making Rose Extract is 
$1.60 per doz. for this since. We 
would appreciate any information 
you can give us, as we are endeavor- 
ing to convince the department that 
the standard should be amended. 
W.G. P., Canada. 
A. As the Ottawa Department of 
Health informed you, the standard 
for extract of rose is the same as in 
the United States. The regulations 
of the United States Department of 
Agriculture define Rose Extract as 
follows: “Rose extract is the flavor- 
ing extract prepared from Otto of 
Roses, with or without red rose pet- 
als, and contains not less than 0.4% 


by volume of Otto of Roses.” To 
make a gallon of extract of roses re- 
quires a gallon of alcohol which is 
$4.16 plus 0.4% by volume of Otto 
of Roses which amounts to approxi- 
mately 15 cc and at the price of ap- 
proximately $14.00 an ounce which 
is the current quotation. which 
amount to about $7.00. This would 
give you a total cost of over 311.00 
per gallon. We see no way of mak- 
ing the product at a lesser price and 
conform to the standard. Conse. 
quently, the only thing left to do is 
to increase the wholesale price. It 
certainly does not seem to us logical 
to want the standard changed to meet 
the price, but on the other hand, the 
price should be changed in order to 
cover the product. 


107.—TRANSLUCENT PACK 


Q. Have been following your depart- 
ment since its inception. We want a 
translucent gum pack with varnish 
like tightness. We have read ever) 
issue of the Perfumer since 1922. En- 
closed is a stamped self addressed 
envelope for reply .—F. W., Ala- 
bama. 

A. The “varnish like tightness” 
mentioned in the January issue, is 
desirable in certain types of liquid 
masks. Try the following formula: 
acacia gum in powder, 10 parts, sor- 
bitol (83%) 5 parts, colloidal kaolin 
1 part, and rose water to make 100. 
Pectin can be used in place of acacia, 
but if so, cut the amount down to 
about 3.5%, otherwise the product is 
too heavy. Other instructions fol- 
low by letter. 


108.—WAVING LOTION 
Q. We are taking the liberty of ask- 
ing for your assistance on a prob- 
lem that seems to us, very difficult. 
A concentrated hair curling lotion 
we are experimenting with leaves a 
scaly surface on the hair, and at 
times it lays below the surface of 
the hair. We use only the best gum 
and have used the following to pre- 
vent these scales from forming: soda 
benzoate, paraformaldehyde, and 
butyl carbitol. A stamped envelope 
is enclosed for reply.—J. R., Boston. 
A. Your trouble is a common one, 
with hair waving 1aucilages. The so- 
lution is relatively simple. Add 244 
to 5% of a soluble sulfonated olive 
or castor oil, replacing the glycerine 
(or other similar material) in your 
formula. Let us know if it doesn’t 
work, 
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WHILE the upward 
curve in the price structure of essen- 
tial oils and chemicals flattened out 
toward the close of last month, never- 
theless underlying conditions are 
still very firm, with indications point- 
ing to further advances the 
coming quarter. 

Pre-Easter demand failed to at- 
tain the volume that many had an- 
ticipated. Consumers had in many 
instances bought rather freely earlier 
in the year at which time prices were 
rapidly advancing, and greater fears 
of inflation were present. 

The tendency to go ahead was 
checked by unsettled weather, sit- 
down strikes in some stores, income 
tax payments, and reduced industrial 
operations in many parts of the 
country. 


over 


Among the few advances witnessed 
early in the period were those in 
lime, mace, nutmeg and clove. The 
upward trend in lime oil brought out 
a fairly active buying movement. 
Expressed oil was unchanged, but 
distilled oil was quickly reduced on 
spot and reports from the source 
indicated that supplies were scarce 
owing to a poor winter crop. 

Orange continues to occupy a bet- 
ter position than lemon. This was 
more or less confirmed by the action 


taken on the part of domestic pro- 
ducers of orange in reducing quota- 
tions on expressed oil 50 cents a 
pound, 
er in 


Unseasonable weather earli- 
the season made fruit 
available for oil. 

Italian lemon oil reacted slightly 
over the past month. It is still above 
the level of California oil, however, 
and with less material promised over 
the coming season, trade factors are 
of the opinion that a steady to firm 
market will be 
second quarter. 

Peppermint 


gain. 


more 


witnessed over the 
registered a_ slight 
As the season is fairly well 
advanced, however, it does not seem 
likely that substantially higher prices 
will prevail between now and the 
new crop. 

Gum tragacanth and vanilla beans 
were among the few articles which 
continued to strengthen. The former 
article 
reaching 


was very scarce. Reports 
this market indicate an 
acute shortage at the source with 
little prospect of any relief from this 
situation until the collection of new 
crop gets underway. Importers here 
point out that it will possibly be 
August or September before the new 
gum will arrive here. Although va- 
nilla beans are strong the outlook for 
the future seems rather indefinite. Up 


to the present consumers have been 
drawing on merchandise against low 
priced contracts and importers are 
rather anxious to see how users will 
take to the new and higher prices 
when new purchases become neces- 
sary. The quality of Mexican beans 
is reported to be so good this year 
that it is not likely that there will 
be many cuts available. 

The aromatic chemical market dis- 
played a steady tone. Business was 
put through in an orderly fashion 
with the total volume comparing 
favorably with the movement a year 
Demand for anethol was suf- 
ficient to keep the market in a rela- 
tively firm position despite a set- 
back in the raw material. Replace- 
ment costs kept competition in safrol 
fairly well in check. Demand was 
maintained at a fairly even pace. 
Borneol was in small supply. The 
supply in some directions was prac- 
tically exhausted, and the goods that 
were to be had were being held for 
very firm prices. Some holders of 
citronellal were reluctant to offer 
very large quantities. There was no 
shortage of the article. 

Civet was decidedly firmer. The 
article was difficult to obtain at the 
source. When offerings were located 
it was hard to state just what they 
would cost. 


ag 
ago. 


Trade in Japanese men- 
thol was irregular. Spot prices fell 
off slightly but holders in the pri- 
mary market seemed indifferent and 
in the absence of any real buying in- 
terest, few 
through. 


cables were coming 


PRICES OF SOAP MATERIALS 


TALLOW AND GREASE 
Tallow, N. Y. C. extra. .$ 09144 @ 
Edible 10%, 
Fancy ...... . wee 
Grease white .091/4 
House 08%, 
Yellow A 
13% 


FATTY ACIDS 

Coconut Oil, tanks 13%, 
Corn Oil, distilled, tanks. .125% 
Red Oil, distilled, tanks 10%, 
White, drums . 3 
Stearic Acid, s'gle prs.,c.l. .12 
Double pressed 12, 
Saponified 12%, 
Triple pressed 154, @ 
Saponified .. 5, @ 


SOAP MAKING OILS 
Castor No. |, tanks 
No. 3, tanks 
Coconut, Manila 
tanks 
Corn, 


mill, tanks 


10 
Nominal 
10/4 
.09 
.09 
14 


Q®O_OO® 


13% 


14! 
13 

13'/ 
13%, 
16", 
16 


®DDOOO® 


April, 1937 


Cotton, 
tanks 
Refined ets ad 

Lard, common No. | bls. 
Foots, barrels 

Palm, softs, drums 
Niger, casks 

Palm, kernel, tanks 

Peanut, crude, tanks... 
Refined, barrels 

Soya beans, mill, tanks. . 

Tallow, acidless, barrels 

Whale, Crude No. 
Coast, tanks 
Refined, barrels 


crude, Southeast, 


10 
12% 


Nominal 


Nominal 
Nominal 
Nominal 


10% 


GLYCERINE 
C. P., drums extra....... .29 
Dynamite, drums extra 29 29, 
Saponification, drums .23 .23'/, 
Soap, lye .20 .22 


.29'/o 


ROSIN 


Barrels of 280 pounds 


$8.75 K 
8.82'/, M 


9.27\/, 
9.27\/r 


8.82/. N ... 
9.221, W. G. 
9.25 WW . 
9.25 X.. 
9.25 Wood 


CHEMICALS 


18°, 100 
$1.00 


Acid, muriatic, 
pounds ..... 
Sulfuric, 60°, ton . . 12.00 
66°, ton ... ... 15.50 
Borax, crystals, carlot, ton. 42.00 
Cyclohexanol (Hexalin)... .30 
Naphtha, cleaners, tk. cars .09!/ 
Potassium carbonate, 
ee 
Hydroxide, 88@92% .. .07'/4 
>= eee ee 
Sodium carbonate 58% 
light, 100 pounds . 
Hydroxide 76% solid, 
100 pounds 
Silicate 40°, drums, 
works, 100 pounds .. 
Sulfate, anhydrous . 
Phosphate, ftri-basic .. 
Zine oxide U.S.P., bbls... 


@aDO ®DOHOH®DOO 
Seay 


15.50 
1.23 





ATs 


(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 


ESSENTIAL OILS 


Almond Bit., per Ib. 
CY ee 
Sweet True 
Apricot Kernel 

Amber, crude 
rectified 

Ambrette 

Amyris balsamifera 

Angelica root . 
seed 

Anise, U. S. P. 

Araucaria . 

Aspic (spike) Span. 
French . 

Balsam, Peru 

Balsam, Tolu, oz. . 

Basil 

Bay 

Bergamot 

Birch, sweet N. C. . 
Penn. and Conn. . 

Birchtar, crude . 

Birchtar, rectified 

Bois de Rose 

Cade, U. S. P. 

Cajeput 

Calamus eis 

Camphor “white” 


Cananga, Java native .. 


rectified 


_ $2.25@ $3.00 
2.50@ 3.05 
88@ .90 
30@ 35 

18@ 25 


_ 52@ ~—-.60 
-(or.) 46.00@ 
3.00@ 


. 75.00@ 
90.00@ 

80@ ~=.90 
1.75@ 1.85 
1.35@ 
1.55@ 
5.50@ 6.25 
4.25@ 
2.35@ 

J 1.75 

4.25 
2.00 
4.00 

‘ 18 

80@ .90 
1.35@ 2.75 

45@ ~~ 55 

55@ = «75 
3.50 Nom'l. 

22@ .24 

. 2.00@ 2.40 
2.30@ 2.85 


3.25 


Caraway 


Cardamon, Ceylon * 


Cascarilla 


Cassia. 80@85 p.c. 


rectified, U. S. P. 


Cedar leaf 

Cedar wood . 

Cedrat 

Celery 

Chamomile 

Cherry laurel . 

Cinnamon, Ceylon 

Cinnamon, Leaf . 

Citronella, Ceylon 
Java 

Cloves Zanzibar 

Cognac 

Copaiba 

Coriander 

Croton 

Cubebs 

Cumin 

Curacoa peels 

Curcuma 

Cypress 


Dillseed 


Elemi 

Erigeron 
Estragon 
Eucalyptus 
Fennel, Sweet 


2.05@ 2.20 
30.00@ 38.00 
55.00@ 75.00 
95@ 1.00 
1.10@ 1.25 
1.10@ 1.25 


24@ .26 
4.15@ 


.. 12.00@ 14.50 


4.75@ 7.00 


" 14.00@ 15.00 


7.75@ 22.00 
6.50@ 10.00 
A5@ 50 
46@ ~~ .50 
1.25@ 1.35 


. 16.00@ 20.00 


65@ «68 
20.00 Nom’. 
1.40@ 1.50 
2.90@ 3.25 
8.75@ 9.00 
4.85@ 5.25 
3.00@ 


. 12.00@ 


3.15@ 4.00 


1.65@ 
1.45@ 1.55 


_ 32.00@ 35.00 


46@ ~~ -.50 
1.10@ 1.20 


Galangal 
Galbanum 
Geranium, Rose 
Algerian 
Bourbon 
Spanish 
Turkish 
Ginger 
Gingergrass 
Grapefruit 
Conc. 
Guaiac (Wood) 


Hemlock 

Hops . 

Horsemint . 

Hyssop 

Juniper Berries 

Juniper Wood . 

Laurel .... 

Lavender, English 
French ; 

Lemon, Italian 
Calif 

Lemongrass 

Limes, distilled 
expressed 

Linaloe 

Lovage 

Mace, distilled 

Mandarin 


.. 35.00@ 
. 15.00@ 


.00@ 
$3. 10@ $3.50 
1.05@ 1.25 
8.50@ 13.00 
2.50@ 


- 40.00@ 50.00 


1.05@ 1.50 
50@ .60 
8.00@ 10.00 


- 32.00@ 


3.50@ 7.50 


10. 25@ 12 00 
1.20@ 1.30 
65.00@ 72.00 
1.35@ 1.40 
4.50@ 6.75 


(Continued on page “ 





FINE ODORS 
dhesiguetl for yoiee perfumes 


| lere “18 a service — ten years 


voung 


which relieves you of the 


entire problem of maintaining a laboratory ot your own, or em- 


ploying expensive pertume 


chemists. 


hav e created, and are 


now creating, odors tor a number ot outstanding successes. \We 


can design a new’ arid exciting odor to freshen up pour line. Bulk 


extracts are created and processed exactly as abroad. 


Prices and Samples sent on request. 


Pr erfume rs "Raw 


success in quality creams, extracts and pow ders. 


power and a high degree of solubility. 


lateri: als, 


HARRY E. PFALTZ 


200 West 10th St., BMY 


° , 
( . 
Ossence of (Carnation 


This excellent quality oil of delicate fragrance is being used with marked 


Phx yne Chelsea 3-14190 


Flas proven lasting 


Sample gladly sent an request! 
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LABELS 


Aart and Science work in the closest harmony 







1S2P 


as the master designer and stylist of labels per- 


forms at his best. As an artist, he interprets in 


suitable modern trend the romance of the product 
which his scientific knowledge dictates is essen- 
tial to its easy identification, display and sale. 
His rendering is in complete sympathy with the 


product, its characteristics, its uses and its users. 


wee Saw ew _ 


Properly executed, the label unmistakably iden- 


ul2pow 2243 


tifies individuality. 


Skill in label design is not quickly acquired. Long 
association with this singular craft qualifies us to 


produce the exceptional at most reasonable 


11d »* BuraeiBbsuad * Burrus 


costs, commensurate with the quality. 


13u 
2pow 





CHARD -: 


KRAUSE: 


52 E. 19th Street - New York | 


qua * Su 
N 


April, 1937 


(Continued from page 86) 


Marjoram 
Melissa 


Mirbane (see Nitrobenzol) 


Mustard, Genuine 
artificial 

Myrrh 

Myrtle ... : 

Neroli, Bigarde, P. 
Petale, extra . 

Nutmeg 


6.00@ 6.25 
4.00@ 4.25 


7.75@ 9.00 
1.95@ 2.25 
10.00@ 

3.35@ 3.75 
98.00@ 125.00 
130.00@ 155.00 
1.35@ 1.40 


Sage 

Sage, Clary 

Sandalwood, East India 
Australia 

Sassafras, natural 
artificial 

Savin, French 

Spearmint 

Snake root 

Spruce 

Styrax 


Tansy 


1.70@ 2.00 
25.00@ 30.00 
5.50@ 6.00 
4.75@ 5.75 
85@ 1.25 
39@ 42 
1.50@ 1.75 
2.00@ 2.15 


_ 11.25@ 13.75 


1.05@ 1.25 
6.00@ 10.00 


3.50@ 4.00 


Petitgrain 
Rosemary . 
Saga, Clary 
Vetivert, Java 
Ylang-Ylang 


OLEO-RESINS 


Benzoin .. 

Capsicum, U. ‘Ss. P. &. 
Alcoholic 

Cubeb .. 


Olibanum 

Orange, bitter 
sweet, W. Indian 
Italian 


5.00@ 5.25 
2.25@ 2.60 Thyme, red 
2.00@ 2.50 — 
3.00@ 4.50 Valerian 

Spanish 3.10@ Verbena 

Calif. exp. 2.75@ Vetivert, Bourbon . 

ae . 20@ Java ... ; 

Origanum, Spanish 1.25@ East Indian . 
Orris root, con. (oz. . 5.25@ 
Orris root, abs. (oz.) . 35.00@ “— heavy h 
Orris Liquid - 18.00@ a 4.50@ 
Parsley + anal .,... 2.90@ 
Patchouli ...... Wosnweed 3.00@ 
Pennyroyal Amer. Ylang-Ylang, Manila ....... 22.00@ 


French 
Pepper, ee a Bourbon .... 5.00@ 


Peppermint, natural 
redistilled 
Petitgrain 
French 
Pimento 
Pine cones . ; 
Pine needles, Siberia 
Pinus Sylvestris . 
Pumilionis 
Rhodium, Imitation 
Rose, Bulgaria (oz.) 
Rosemary, French 


1.00@ 1.10 
1.05@ 1.25 


14.00@ 14.50 

4.00@ 8.50 
_ 8.75@ 12.50 
. 15.00@ 25.00 
. 30.00@ 


1.25@ 
3.35@ 


TERPENELESS OILS 


3.25@ 4.00 
9.50@ 14.00 
... 4.00@ 5.00 
. 40.00@ 
. 8,00@ 12.50 
... 45.00@ 60.00 
. 85.00@ 
-. 8.00@ 8.50 
- 14.00@ 24.00 
_. 54.00@ 72.00 
_ 78.00@ 90.00 
- 90.00@1 15.00 


Bergamot 
Clove .. 
Coriander 
Geranium 
Grapefruit 
Sesquiter ‘less 
Lavender 
Lemon 
Lime, ex. 
Orange, sweet 
bitter . 


Ginger, U. S. P. vill 
Alcoholic ; 


Malefern 


Oak Moss 
Olibanum 
Orris 


Patchouli ... 
Pepper, black 


Sandalwood 
Vanilla 


3.25@ 3.75 
2.50@ 4.00 


.. 90.00@ 
. 35. 


... 35.00@ 
. 28.00@ 35.00 


3.25@ 3.50 


3.25 


3.10 
4.00 


2.00 
£009 15.00 
3.5 


. 12.00@ 15.00 
. 20.00@ 22.00 


4.00@ 4.60 


- 16.00@ 


10.00@ 11.75 


DERIVATIVES AND CHEMICALS 


Acetaldehyde 50% 
Acetophenone 
Acetyl Iso-eugenol 
Alcohol C 8 

Ge «. 

Cc. 10 

. > 


Aldehyde C8 


2.00@ 
1.35@ 2.00 
7.50@ 8.00 


- 16.00@ 20.00 
. 26.00@ 40.00 


21.00@ 28.00 


- 20.00@ 25.00 


14.00@ 25.00 


. 30.00@ 


. 45.00@ 70.00 


C to 
Cc ill 
C 12 


- 42.00@ 60.00 
. 33.00@ 50.00 


26.00@ 32.00 


(Continued on page 90) 














: hae IMMEDIATE ATTENTION IS 
CALLED TO THIS NEW No. 17 Type A 
IMPROVED AUTOMATIC TUBE FILLING, 
CLOSING AND CRIMPING MACHINE 
for SEALING COLLAPSIBLE TUBES 


machine has 


COLTON 
improved and 


CLOSURE 


simplified. It now 


The famous 


been greatly 


offers you these new advantages: 
1. Motor is underneath, out of the way. 
Equipped with REEVES drive for speed control. 


New design filling head makes machine operation more 
smooth than before. 


Start and stop push button switch. 


Two handy levers. One for starting machine 
One for stopping starting filling mechanism. 


proper. 


All of these improvements — yet no increase in 
price. Write today for a sample tube and full 
information on this machine. 





ARTHUR COLTON CO. 


2604 Jefferson Ave., East 
DETROIT, MICHIGAN 
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OFFICIAL 


THROUGHOUT THE WORLD 


THE : 
EVO Ug 
ule 


a 


Linseed oil, for ages and everywhere, has en- 
joyed official recognition for its medical heal- 
ing properties both by internal and external 
use. 


This established and accredited use of lin- 
seed oil has been empiric, but as in the case 
of cod liver oil, empiricism has given way to 
science with the commercial development 
and standardization of Vitamin F, derived 
from official linseed oil, by the Pharmaceu- 
tical Specialties Co., a division of Archer- 
Daniels-Midland Co. 


And now Vitamin F confers scientific justifi- 
cation on that empiric use of linseed oil, just 
as that long established use authoritatively 
corroborates the medical value of Vitamin F. 


PHARMACEUTICAL SPECIALTIES CO. 
A Division of 
ARCHER-DANIELS-MIDLAND CO. 
NEW YORK, Woolworth Bldg. 155 E. Ohio St., CHICAGO 
Canadian Distributors: The F. W. Horner Co., Ltd., Montreal, Canada 


(Pioneers in the industrial production of the original cold- 
pressed, stabilized and biologically assayed wheat germ oil 


VITAMIN E) 
April, 1937 


OLEUM LINI, U.S.P. 


(LINSEED OIL) 


what VITAMINS A&D 


ARE TO 


OLEUM MORRHUAE, U.S.P. 


(COD LIVER OIL) 


l To PHARMACEUTICAL SPECIALTIES CO., 
| Woolworth Bldg., N. Y. C., Dept A74 | 


Check is attached for %4-gallon of VITAMIN F (50,000 Shepherd-Linn 

[| esi per gram) at $10. (Send quantity prices.) | 
Also, send treatise, titled ‘‘Vitamin F in Cosmetics.”’ by an American and 

a British authority. | 


Vame 


dddress . 


Sone — ae ; ~~ | 
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C 14 (so-called) 

C 16 (so-called) 
Amy! Acetate 
Amy! Butyrate 
Amyl Cinnamate 


Amy! Cinnamate Aldehyde. . 


Amy! Formate 
Amyl Phenyl Acetate 
Amy! Salicate 
Amy Valerate 
Anethol 
Anisic Aldehyde 
senzalydehyde, U. S. P. 
Mt 
Benzophenone 
Benzyl Acetate 
Benzyl Alcohol 
Benzy! Benzoate 
Benzyl Butyrate 
Benzyl Cinnamate 
Benzyl Formate 
Benzyl Iso-eugenol 
Benzylidenacetone 
Borneol 
Bornyl Acetate 
Bromstyrol 
Butyl Acetate 
Buty! Propionate 
Butyraldehyde 
Carvene 
Carvol : 
Cinnamic Acid 
Cinnamic Alcohol 
Cinnamic Aldehyde 
Cinnamy! Acetate 
Cinnamy! Butyrate 
Cinnamy! Formate 
Citral C. P. 
Citronellal 
Citronellol 
Citronellyl Acetate 
Coumarin ‘ 
Cominis Aldehyde 


$13.00@ 
13.00 
15@ 
1.05@) 
2.50) 
2.50@ 
1.60) 
3.00@ 
80 
2.00@ 
1.20@ 
3.00@ 
1.30@ 
1.55@ 
1.45@ 
.10@ 
5@ 
1.00@ 
5.00@ 
6.00@ 
. 3.50@ 
. 11.50@ 
. 2.50@ 
1.75@ 
1.50@ 
4.50@ 
-60@ 
2.00@ 

. 12.00@ 
. 115@ 
4.00@ 
4.00@ 
3.40@ 
1.45@ 
8.00@ 
.. 12.00@ 
. 13.00@ 
1.95@ 
1.00@ 
2.00@ 
3.50@ 5.00 

. 3.00@ 4.65 
35.00@ 52.00, 


4.25 


3.60 
2.00 
12.00 
14.00 


2.75 
1.80 
2.60 


Dibutylphthalate 
Diethyiphthalate ; 
Dimethyl Anthranilate 


Dimethyl Hydroquinone .... 


Dimethylphthalate 
Diphenlymethane .... 
Diphenyloxide 


Ethyl Acetate 
Ethyl Anthranilate 
Ethyl Benzoate 
Ethyl Butyrate 
Ethyl Cinnamate 
Ethy! Formate 
Ethyl Propionate 
Ethyl Salicylate 
Ethyl Vanillin 
Eucalyptol 
Eugenol 


Geraniol, dom. 
Geranyl Acetate 
Geranyl Butyrate 
Geranyl Formate 


Heliotropin, dom. 
foreign 


Hydratopic Aldehyde 
Hydroxycitronellal 


Indol, C. P. . 
Iso-borneol .. ; 
Iso-butyl Acetate 
Iso-butyl Benzoate 
Iso-butyl Salicylate 
Iso-eugenol 
lso-safrol 


Linalool . 

Linalyl Acetate 90%, 
Linelyl Anthranilate 
Linalyl Benzoate 
Linalyl Formate 


Menthol, Japan 


Synthetic 
Methyl Asstaphonene 


-.. 10.50@ 


Methyl! Anthranilate 
Methyl Benzoate : 
Methyl Cinnamate ......... 
Methyl Eugenol 
Methyl Heptenone ........ 
Methyl Heptine Carbonate. . 
Methyl! Iso-eugenol 
Methyl Octine Carbonate .. 
Methyl Peracresol ......... 
Methyl Phenylacetate 
Methyl Salicylate 
Musk Ambrette . 

Ketone 

Xylene 


Nerolin (ethyl ester) 
Nitrobenzol ...... 
Nonyl Acetate .. 


Octyl Acetate .... 


Paracresol Acetate ........ 
Paracresol Methyl Ether .... 
Paracresol Phenyl-Acetate .. 
Para Cymene (gal.) .. 
Phenylacetaldehyde 50%, .. 
100%, 
Phenylacetic Acid 
Phenylethyl Acetate 
Phenylethy! Alcohol 
Phenylethyl Anthranilate 
Phenylethyl Butyrate 
Phenyl Formate eimie as 
Phenylethy! Propionate 
Phenyl Valerianate 
Phenylpropyl Acet. . 
Phenylpropyl Alcohol 
Phenylpropyl Aldehyde 
Rhodinol 
Safrol .. 
Santalyl Acetate . 
Skatol C. P. 
Styralyl Acetate ........... 10.00@ 15.00 
Styralyl Alcohol . . 20.00@ 


(Continued on page 93) 


2.10@ 4.75 
2.45@ 3.75 


. 15.00@ 


. 10.00@ 18.50 


3@ 35 
22.50@ 
9.00@ 12.00 6.00@ 9.00 
3.25@ 3.40 
2.25@ 3.00 


1.35@ 2.10 


2 100% PURE WHITE BEESWAX 


i 


correctly chosen crudes . . 


in the 
nearly halt 


a WA 


This 100% Beeswax is correctly processed from 


. bleached by masters 
art of bleaching beeswax, 


the result of 


a century of experience. 


that never disappoints 


WHE Super-Bleached 100° Pure White Beeswax 


can always be relied on . . . for uniform quality ... 


for unvarying quality. 


It is the repeat-choice of leading makers of fine creams 
and cosmetics . . . because they know the economy and 
importance of standardizing on the best. And it takes 


less to do the job well! 


Ask for complimentary sample box. Write today! 


The W. H. BOWDLEAR Co. 


SYRACUSE NEW YORK 


HEADQUARTERS FOR ALL KINDS OF WAX 
FOR COSMETICS 


BRANCH OFFICES: 

BROOKLYN: L.A. 
CHICAGO: Riviera 
DETROIT: Jj. L. 
SAN 


Barber, 74 S. Portland Avenue 
Products Co. 215 W. Ohio Street 
Matthieu 1383 Cadillac Blvd. 


FRANCISCO: H. R. Laist Co.’ Rialto Building 


Sons, 


The American Perjumet 
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INLY PFAUDLER GIVES YOU SO MUCH FOR SO LITTLE 
























Sturdy glass lined steel cover with por- 
celain enameled top. With addition of 
rubber gasket and clamps, cover can be 
made vapor-tight. 


si 
ae 






Rust-proof black and white porcelain 
enamel finish on exterior of containers 
easy to clean and requires no painting! 


ii 





All exterior metal parts are cadmium- 
plated, therefore rust-proof. 





High-speed, solid white metal three- 
blade propeller agitator, polished 
smooth and sanitary. 






va 





Pfaudler acid-resisting glass suitable for 
all organic acids and mineral acids such 
as sulphuric, nitric and even small 
quantities of hydrochloric! 





Ball bearing mounted drive which in- 
sures long life with vibrationless, noise- 
less performance. Solid white metal 
bushing absolutely sanitary. 
















Self-draining bottom outlet—the only 
inexpensive, quality-built equipment 
with this feature! 






















Pfaudler designed solid white metal 
flush valve eliminates pockets and shuts 
off flush with interior surface. Easy to 
take apart and clean. Pull up lever to 
open; push down to close! 







Cadmium-plated pulleys, high quality 
motor for AC or DC lighting circuit. 






Legs with ball foot bases prevent tank 
Se from tilting or vibrating. Ball feet pre- 
vent moisture from corroding leg tubing. 


WITH COLOR, SCENT AND APPEARANCE 


When Cost of Protection is so Modest 


A single batch spoiled by over exposure to metals never does things by halves. The Pfaudler label guar- 
can cost you far more than the price of a Pfaudler antees satisfaction, value and dependability. 

“Junior” Mixer or Storage Tank. End that risk now 
by ordering at once. It’s the cheapest and best insur- 
ance for color, scent and appearance you can buy. 


Flat bottom Pfaudler “Junior” Containers are avail- 
able in sizes from 5 to 50 gallons. Self-draining units 
on legs may be had in 30, 50, 75, and 100 gallon sizes. 
Pfaudler “Junior” Equipment is the finest available Available with a wide variety of standard fittings to 
anywhere. Built of heavy gauge steel, lined with gen- meet your particular need. Clip that coupon now for 
uine Pfaudler glass inside, and porcelain enameled out- the whole story. 


side. Self-draining bottoms, solid white metal fittings, . ti: pRAUDLER CO., 1501 GAS & ELECTRIC BLDG.; 
and many other exclusive features give you a rugged ROCHESTER, N. Y. ' 

unit built to last. This quality costs you but little FACTORIES: Rochester, N. Y.; Elyria; O. Branches:.{New 
more—and brings you so many extra years of service. York, Chicago, Philadelphia, Elyria, O.; (Pfaudler Sales 


Co.), San Francisco and Los Angeles. 


Don’t take our word for this. Compare Pfaudler point 
by point with any similar equipment. If that doesn’t 
convince you, nothing will. Remember—Pfaudler 














The Pfaudler Co., 1501 G & E Bldg:,; Rochester, N. Y. 


Please send me Bulletin 768 describing Pfaudler “Junior” 
Mixing and Storage Equipment. We are interested in _ 
storage tanks, _| mixing tanks, of 
gallons capacity. 


Name 


Address 


1935-1936—The Wolf Award 
for Greatest Consumer Convenience 
1936 -1937—The Silver Medal 
for Closures Goes to No-Kap 


No-Kap’s Sales Histories are equally impressive! 


SPECIMEN 


' 


A Flick and they’re open 
A Flick and they’re closed 


NO-KAP CLOSURES 


(U. S. A.) INC. 


PROVIDENCE, R. |.: 136 West Exchange Street 
NEW YORK, N. Y.: 331 Madison Avenue 


ESSENTIAL OILS 


we have been supplying the 
careful buyer 


for three score years 


Oil Bay 
“ Bois de Rose Brazilian 

Cassia Redistilled U.S. P. 
Cananga Rectified 
Geranium African 
Geranium Bourbon 
Lemon Italian 
Orange Italian 
Peppermint Natural 


Peppermint Redistilled 
“ 


Vanilla Beans 


We carry complete stocks of the various 
qualities, and will be happy to submit 
samples and quotations at your request. 


Tonka Beans 


We cordially invite your inquiries. 


ARTHUR A. STILWELL & C0. 


INCORPORATED 


- IMPORTERS : EXPORTERS - MANUFACTURERS ° 
601 W. 26th ST. 350 N. CLARK ST. 


NEW YORK CHICAGO 


“AN UNIMPAIRED RECORD SINCE 1878" 
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Terpenyl Acetate comes &, nn 
Terpmee, Ge Pe wk. cccess, .26@ 
eae 
Thymol .... 1.55@ 


Vanillin (clove oil) . 3.65@ 
(guaiacol) .. 3.55@ 
Vetiveryl Acetate . 30.00@ 
Violet Ketone Alpha . 5.00@ 
Beta pes. tik ate 
Methyl . 5.25@ 


Yara Yara (methyl ester) 1.50@ 


BEANS 


Tonka Beans, Para . 
Angostura 


1.25@ 
2.50@ 


Vanilla Beans 
Mexican, whole 
Mexican, cut . 
Bourbon, whole 
South American 


4.85@ 


4.35@ 
4.50@ 


4.25@ 


SUNDRIES AND DRUGS 
Acetone ; . 06@ 
Alcohol, 190-pf. gel. as 4. - 
Almond meal ....... 21@ 
Alum, potash .... 3%4@ « 
Aluminum chloride . 
Ambergris, ounce 25. 08 
Balsam, Copaiba. A48@ 
Fir, Canada, gal. . 9.50@ 

Oregon 3.25@ 


Se 1.20@ 
Te ci ocanaccak ae 


Beeswax, white ...... F 40@ ~~ .45 
yellow ; . 38012@ .33 

Bismuth sub-nitrate 1.13@ 

Boric Acid, ton . 125.00@ 140.00 


Calamine 
Calcium, phosphate ‘ 
Phosphate, tri-basic 
re 
Camphor ...... 
Cardamon seed 
Castoreum ... 
Cetyl Alcohol 
Pure . 
Chalk, precip. 
Cherry laurel water, ‘gal. . 
Citric acid 
Civet, ounce 
Clay, Colloidal . 
Cocoa butter lump 


Fatty Acids (See page an 
Formaldehyde 

Formic Acid .... 
Fuller's Eearth, ton .. 


Gum Arabic, white 
Amber .... ; 

Gum Benzoin, Siam 
Sumatra ... 

Gum galbanum 

Gum myrrh .. 


Henna, powd. . 
Hydrogen peroxide . 


Kaolin 


Labdanum ; 

Lanolin, hydrous . 
anhydrous 

Lavender flowers 


Magnesium, Carbonate . 
Stearate 
Sulfate . 

Musk, ounce 





SNOWFLAKE BEESWAX : 


fh BLT 


. 2 
15.00@ 25.00 


Oils, Vegetables (See page 
Oilbanum, tears... 

siftings ... 
Orange flower water, gal. 
Orange flowers .... 
Orris root, powd. . 


Patchouli leaves 
Petrolatum, white 
Phenol 

Potassium, Carbonate .. 


Hydroxide U.S.P. ... 


Quince seed... 


Reseda flowers 
Rhubarb root, — 
Rice starch . ' 
Rose leaves, red ; 
Rose water, gal. . 


Salicylic acid .... 

Sandalwood Chips . 

Saponin ; 

Soap, neutral white J 

Sodium, Carb. Crys. 
Phosphate, Tribasic 

Spermaceti 

Styrax . , 

Sulfur, precip. . 


Tartaric acid .. 
Titanium oxide . 
Tragacanth, No. | 
Triethanolamine 


Venice turpentine, gal. . 
WO WI asc ovisiee cceus ‘ 
Violet flowers . .. £@ 


Zinc peroxide cocee EC 
Stearate ‘ ‘ . 2l@ 





sun-bleached 
and filtered 


THE finest beeswax, bleached to snowy whiteness and 100% pure... .° 
The ideal base for really fine creams. Samples and quotations on request. 


E> Ae BROMUND co. 


258 BROADWAY, NEW YORK 


Beeswax Bleacheries and Refineries in Morris County, N. J 


BLEACHERS AND REFINERS OF BEESWAX 
peionsenvetin 
C. L. fORNS, 619 Clark Ave., St. Louis, Mo. 


ESTABLISHED 1880 


FRANK B. TRACY, 201 N. Wells Bldg., Chicago, Ill. R. PELTZ CO., 112 S. 16th St., Phila. ce 
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(Continued from page 32) 
be forgotten is the accounting depart- 
ment which must see to it that all the 
pretty ideas everyone has for the 
package are going to prove as profit- 
These differ- 
ent departments can be called in in 
whatever order desired, but be sure 


able as they are pretty. 


they are all operating on every new 
package which is to be launched. In- 
cidently, the idea of having the new 
package often comes from any one of 
these sources with perhaps the excep- 
tion of the accounting department or 
the shipping department. 

The small or “one man” company 
will mentally agree with me that this 
kind of a program is all very well 
for large highly organized companies 
but that he has to do everything him- 
self. In that case he better call in 
someone from outside who has had 
the experience which he so dearly 


needs. Few packages from the “one- 
man” company enter the market with 
a professional look and yet they 
must compete with the most highly 
advertised, publicized and organized 
companies in the country! 

Another source of important infor- 
mation is the sales girl at the counter. 
Handling the products constantly she 


becomes so closely associated with 
their packages that awkwardness of 
shape, size and proportions disturbs 
her incessantly. Seldom will she 
criticize of her own accord because 
she has been too frequently ignored 
in the past when she had helpful 
points to offer. Moreover she has a 
first hand opportunity to check and 
record, at least mentally, customer 
reactions to a package at the coun- 
ter. Makeup items are, for example 
the bane of her existence. The “nail- 
breaker” on compacts 
which she must open and close hour 
after hour to display them to an in- 
quiring customer; lipsticks which op- 
erate poorly, and all the other cases 
which either 
venient to use or more nuisance than 
they are worth. 

Many have a few 
pet women friends to whom they 
show each new product and each 
new package. In the first place, they 
do this because experience has 
proved these friends to be on the flat- 
tering side of the line. The manufac- 
turer enjoys having the new item 


fastenings 


can be so very con- 


manufacturers 


praised and he values their opinions 
simply because they agree with him. 


But what most manufacturers need 


M-W-: PARSONS 


IMPOR 


AND 


TS 


PLYMOUTH ORGANIC LABORATORIES - INC - 


are some “No women” to check up 
on women’s products and packages. 
(All the men around the office, out 
of which there are generally a suf- 
ficient number of the “No men” va. 
riety have influenced men’s packages 
on the market to the point where they 
are usually practical if not esthetic. 
And a few are even esthetic! ) 

Just at this time, when 
new products are coming along, it 
seems significant to warn manufac- 
turers against the pitfalls which may 
easily await them. Some of the old, 
well established companies have had 
disastrous results with trial packages 
even though their long experience 
should have forewarned them against 
such possibilities. And even when 
each step in the operation of creat- 
ing and producing the package has 
been given considerable thought and 
attention some important point has 
been overlooked. Surely there must 
be an answer to all this. Experience 
indicates that only by proceeding ac- 


so many 


cording to a definite routine of ex- 
haustive tests at each step can these 
things be entirely avoided. And if a 
product is worth the time cost, and 
effort to put it on the market it is 
worth doing it right! 


TELEPHONE BEEKMAN 3-3156-3162 
CABLE ADDRESS PARSONOILS, NEW YORK 


55 ANN STREET 
NEW YORK:-N-Y-U:S-A. 





PLYMOUTH WAXES FOR CREAM 


PLYMOUTH Genuine Spermaceti U.S.P. 


This 
hydrogenated sperm oils 
in 


be 


which 


Spermaceti should not 
as Sperma 


can be pr 


crystalline wax 


by the 3 


ontainir 


9g no 


lodine number and is 


PLYMOUTH Imported Ozokerites so 


We re 3uU y mport tw 
the hnianes Dtainabdie 
and the her ower 
ing p 

Bleached ( 


A complete 


are sometimes 


Plymouth Brand is the 


od. It is a 
free 
free of 


pressing metho 


yrades from Austria 
78-80° C 
in or 


Both are guaranteed 100% Pure 


This is 


nferior 


ottered 


confused with 
sun-bleached 


we will 


tinest which 


: pharmaceutical 
duced ard is produced from Genuine Sperm 


A special 
ony the cosmeti 
has a 
that 
any 
very 


One 
JIossy 
melting point 
e and »f wer melt 


l 


We 
Waxes. 


otter 


line of Cosmetic 


quaranteed 


gladly 


lumpiness 


PLYMOUTH Sun-bleached White Beeswax U.S.P. 


and 
value and 


to be a Pure Beeswax 
it has a 


send 


manufacturers 


100% 
emulsification 
of it 


interested. 


high 


samples to any cream or 


PLYMOUTH White Cirine Wax 


yrade of White Ceresin Wax prepared for 
trade. 


melting point 


Absolutely white and odorless. HH 
corresponding to that of Beeswax 


in using it in connection with Beeswax in cream 


is avoided. Its use will also produce a 


cream. 


PLYMOUTH Paraffin Waxes 


yrades of the U.S.P. fully-refined Paraffin 


Raw Materials 
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Quatity PRODUCTS 


DEMAND QUALITY 
PRESENTATION.. 


. if they are to make an immediate and 

exclusive appeal to quality-minded, luxury-loving 
consumers. 
Our experience in meeting the exacting con- 
tainer requirements of the jewelry trade makes 
us peculiarly fitted—in craftsmanship, originality, 
facilities—to meet your most difficult perfume 
and toilet preparations container needs. 


Ask to have our representative show you samples 
of our work. 


@ “WARNER” patented moulded, metal and 
paper packages ... ask to see them! 


NEW YORK REPRESENTATIVE: 


RICHARD G. EHRLICH, I! West 42nd St. 
Telephone LAckawanna 4-8218 


JEWELRY CASE CoO., Inc 


642-648 MICHIGAN AVENUE e BUFFALO, NEW YORK 
Manufacturers of Fine Boxes For Nearly A Third Of A Century 








ROSONIA 


A base of proven excellence for new compcunds... 


and for the improvements of old compounds. An Agfa 
specialty which excels . . . and cutsells . . . in its lively 
fragrance and freshness.—You will be interested in the 


results achieved by the additi 


wy 
J ASMINOLA 


ew Agfa creation that deserves the close attention of the complex odors, notably Chypre, 


AROMATICS 


a 
perfumer because of its universal usefulness. Fougere, etc. 


In addition to the warm floral note of Jasmin it possesses Compounds which are not sufficiently rounded off 
the lively top nete which enables tc blend well with many harmonized by the addition of 5-10¢ of Jasminola. 


GENERAL DEREUG GOMPAN?T 


170 Varick Street « New York City 1220 W. Madison St. + Chicago 907 Elliott Street « Windsor, Ont. 


April, 1937 





U.S.P. POWDERED CASTILE SOAP 


* 
POWDERED NEUTRAL SOAP 
* 


SHAMPOOS (Liquid Only) 
COCONUT ¢ OLIVE OIL © CASTILE 
Specially prepared for repackaging 
CLARITY ASSURED 


Send for orice list and samples 


KRANICH SOAP COMPANY, INC. 


54-60 RICHARDS STREET BROOKLYN, NEW YORK 





DRYAD MUGUET FLEURS SUPREME 


ls used in combination with small amounts of Jasmin Absolute 


Pure, Jonquille Absolute Pure, Tincture Civet, Tincture Ambergris, 
Tincture Musk Tonquin, Shahpur and Resin Ambrette. 


METHYL NAPHTHYL KETONE 


Of absolute purity @ A basic aromatic chemical found to be 
most useful for imparting a desirable orange blossom odor. 
{ Write us for quotations and also for information on other Vanillin 


Fabrik products. @ PRODUCT OF VANILLIN FABRIK 


P. KR, DREYER ING, ick 


LOS ANGELES, CALIF. NEW ORLEANS, LA. ST. LOUIS, MO. HOUSTON, TEXAS 
SAN FRANCISCO, CALIF. CHICAGO, ILL. CINCINNATI, O. DES MOINES, IA. 
KANSAS CITY, MO. DETROIT, MICH. BALTIMORE, MD. PHILADELPHIA, PA. 


ccisreasieensitiniedtiinlingsenimmiemahaiistsiasbiiniantiiataatiel 
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NEW PRODUCTS AND PROCESSES 


Under this heading are published 
brief articles concerning interesting 
new products and processes offered 
in the industry. The material is in 
every instance furnished by the spon- 
sor of the product and the article is 
not to be considered an endorsement 
by this journel. Further information 
regarding any of the items mentioned 
will be sent on request. 


Bulk Nail Polish 


The Monroe Sander Corp. of Long 
Island City is now making available 
to the trade a line of nail polish 
which can be supplied bottled under 
private brand or in bulk quantities. 
The products are made in a wide 
variety of shades and include cream 
polish, transparent polish, cuticle 
and polish remover. 


Lemon Oil Substitute 


“Lemon oil users will be interest- 
ed in the announcement just made 
by the Glyco Products Co., Inc., on 
“Lemenone A.” This product suc- 
cessfully replaces lemon oil com- 


Te is a photograph of our beeswax fac- 


tory. It shows the large and numerous bleaching racks 
where—during the summer months—the beeswax lays in 


the open air and bleaches in the sunlight. 


K 


pletely in many cases, and in part 
for cosmetics, candies, cakes, bever- 
ages, ice creams, etc. Because of its 
extremely low price, it can be mixed 
with lemon oil and thus reduce the 
cost of the flavoring or odor material 


considerably.” 


Yardley’s New Face Powder 
(Reported by H. S. Redgrove) 


Following on Mr. Poucher’s in- 
vestigation of the grease - resisting 
properties of colloidal kaolin and 
other face-powder constituents, Yard- 
leys have placed on the market a 
new face-powder, under the name 
English Complexion Powder, pro- 
duced especially to enable skins to 
withstand the trying English climate. 
According to a statement made by 
the firm, the powder contains four 
special ingredients, incorporated to 
combat local complexion difficulties. 
The powder clings lastingly in spite 
of wind and humidity; it will resist 
grease; it will not cake; and, owing 
to its absorptive properties, it pre- 
vents the rapid appearance of per- 
spiration. Another point in its fa- 


vor, not mentioned in literature is- 
sued by the manufacturers, is that 
examination shows it to be apparent- 
ly free from carbonates, whose acid- 
destroying properties are held to be 
objectionable by many dermatolo- 
It is packed in boxes of su- 
perior quality, whose cream-colored 
lids are pleasingly decorated in scar- 
let and gold; and the powder is made 
in six shades, namely natural, medi- 
um Rachel, English peach, deep 
Rachel, rose-Rachel, and gipsy. 


gists. 


New Companies 

Roycemore Toiletries, Inc., 11] 
West Monroe St., Chicago, Ill. lip- 
sticks, lip rouge, etc., 500 shares p. 
v. common. Incorporators: A. J. 
Petit Jr.. F. T. Fitzsimmons, E. Hut- 
chinson. Filed by Petit, Olin and 
Overmyer, 111 W. Monroe St., Chi- 
cago. 

Chatterbox Products, Inc., Pitts- 
burgh, Penn., cosmetics, toilet prep- 
arations and lotions, $50,000. Incor- 
porators: Lou Marks, Peter Cooper 
and Harriet Marks. 

Ina De Cris, Inc., New York, cos- 
metics, $31,000. Filed by Eolbert, 
Ewen & Patterson, 45 Cedar St., New 


York City. 





ing beeswax by the sun. 


We have had 80 years’ experience in this method of bleach- 


It excels all other methods. It 


does not bring the beeswax in contact with any chemicals. 
It results in a pure beeswax of high quality, especially 


suitable for cosmetics. 


SUN-BLEACHED AND YELLOW BEESWAX ® 


OSTER KEUNEN 


SAYVILLE (LONG ISLAND) NEW YORK 


In the Middle West: Walter H. Jelly & Co. Inc., 412-420 N. Western Avenue, Chicago, III. 
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PERFUME 





Telephone: 


MATERIALS 


Oil Bouquet Linger 


2345 6 7 8& 9% 10 


If you have any perfume or color problem, 
write us, 


COMPAGNIE DUVAL 


121-123 East 24th St. 


New York City 
STuyvesant 9—2261-2 


Compagnie Duval, 121-123 E. 24th St., New York 


= 
| | 
| Please send me free testing samples of the prod ! 
| ucts advertised The American Perfumer | 
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casion. 
No. !—Exotic 
No. 2—Sensuous . . . alluring 
No. 3—Retreshing . . . flowery ... 
slightly spicy 
No. 4—Sweet... dainty .. . subdued | 
. still very lasting 
No. 5—Very distinctive . . . beautiful 
No. 6—Marvelous .. . full of life. . 
very warm... for the outdoor 
girl 
No. 7—Like a garden of flowers in the | 
South on a beautiful moonlit night 
. lingering 
No. 8—Enticing and lasting 
No. 9—Heavenly 
No. 10—Spicy and intriguing 


These oils can be prepared for use in any 
toilet preparation. 
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Perfume odors to suit the mood, whim, or | 
fashion of any feminine type for any oc- | 
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QUALITY ° 


B THE ABONITA LINE | 


32 Years of Quality Service to the 


wt gees cI | 


// ry 


ARE YOU 100% 
WITH YOUR PRESENT METHODS 


QUALITY ° 


Manufacturing Trade 


SPECIALIZING IN 
HAND-MADE 


ROUGES 


Ss); 
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PERFECT 


QUALITY 


FACE POWDER, bulk or packaged. 


Vanities 


Loose Powder 


Eye-Shadows 


Tap-it-pac 


ABONITA 


COMPANY, INC. 
24 to 30 So. Clinton St. 


CHICAGO, ILL. 
* QUALITY . 


SATI 
OF FILLING? 


not fill as fast or faster. 





CREME ROUGE, EYEBROW 
PENCILS, COSMETIQUE (Mastara) 


QUALITY 


~ee OM Pao 


TRULY INDELIBLE 
LIP STICKS 


eer pao 


oa 


- 
SPECIAL FORMULA WORK INVITED. 
PUREST INGREDIENTS OF FINEST QUALITY 
EVERY PRODUCT FULLY GUARANTEED 
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QUALITY 








SFIED 


THe improved Ertel Portable Vacuum Bottler Filler will give 
you filling results, filling either a light or real heavy liquid, 
with a filling capacity depending entirely on the operator. 
We are willing to place our filler in competition with any 
portable filler on the market, with a money back guarantee 


a i i 


ee 


ERTEL _ ENGINEERING CORP. 


\ 


Dept. F, 120 East 16th Street ©@ 


New York, N. Y. 
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Tuis department is conducted un- 
der the general supervision of How- 
ard S. Neiman, contributing editor 
on patents and trade marks. This 
report of patents, trade marks and 
designs is compiled from the official 
records of the Patent Office in Wash- 
ington, D.C. We include everything 
relating to the four 
branches of the essential oil industry, 
viz.: Perfumes, Soaps, Flavoring Ex- 
tracts and Toilet Preparations. 

Of the trade marks listed, those 
whose numbers are preceded by the 
letter “M” have been granted regis- 
tration under the Act of March 19, 
1920. The remainder are those ap- 
plied for under Act of February 20, 
1905, and which have been passed 
to publication. 


coordinate 


Inventions patented are designated 
by the letter “D.” 

All inquiries relating to patents, 
trade marks, designs, 
copyrights, etc., 
to 


registrations, 
should be addressed 


PATENT AND TRADE MARK 
DEPARTMENT, 
THE AMERICAN PERFUMER, 
9 East 38th St., New York City. 


Trade Mark Registrations 
Applied for 


(Act of Feb. 20, 1905) 


These registrations are subject to opposi- 
tion within thirty days after their publica- 
tion in the Official Gazette of the United 
States Patent Office. It is therefore sug- 
gested that our Patent and Trade Mark 
Department be consulted relative to the 
possibility of an opposition proceeding. 


352,165.—See Illustration. The Emulsol 
Corp., Chicago, Ill. (January 1, 1930.) 
Interface modifying agents of various types 
sold for use in lipsticks and other cos- 
metics. 

362,605.—See Illustration. A. M. Alex- 
ander, Chicago, Ill. (July 1, 1930.) —Hand 
cleanser in cream or paste form. 

367,357.—See Illustration. The 
Co., Inc., New York. (Oct., 
preparations. 

369,134.—See Illustration. 
Lechler, New York. (June 1, 


1920.) —Toilet 


hair, medicated soap. 


April, 1937 


Conducted by Howard S. Neiman 


Lander 


Erwin F. 
1935.) —- 
Permanent wave soap, soap for treating 






372,015.—See Illustration. William H. 377,120.—See Illustration. T. Gostage 


Joyce, doing business as Joyce Beauty Leek, New York, assignor to West Vir- 
Products Co., New York. (Sept. 3, 1935.) ginia Pulp & Paper Co., New York. ( Mar. 
Hair waving solutions. 20, 1936.)—Face powder. 
373,202.—See Illustration. Mark Cross 377.304.—See Illustration. Walter P. 


Co., New York. (Dec. 1, 1935.)—Per- Corcoran, doing business as Madra Yvonne 
fumes and toilet waters. Co., Cincinnati, Ohio. (Apr. 10, 1936.) 
373,556.—See Illustration. John G. Hand lotion, cleansing cream, peach 


wwle. Sagins ic sept. 28. 193: . ° 
Boyle, Saginaw, Mich. (Sept. 28, 1933.) (Continued on page 100) 
Toilet preparations. 
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(Continued from page 99) 


cleansing cream, facial pack, skin tonic, 
finishing lotion. 

380,701.— See Illustration. Chryson’s, 
Ltd., Los Angeles, Calif. (Oct. 20, 1933.) 
—Skin creams and skin lotions, almond 
tissue cream, emulsified cleansing cream, 
liquefying cleansing cream, etc. 

381,180.—See Illustration. West Coast 
Soap Co., Oakland, Calif. (July, 1931.)— 
Granulated laundry soap. 

381,257.—See Illustration. The Canfield 
Oil Co., Cleveland, Ohio. (June 16, 1936.) 
—Oil soap. 

382,848.—See Illustration. Whelan Drug 
Stores Delaware Corp., New York. (Aug. 
26, 1936.)—Astringent tonic, cold cream, 
liquefying cleansing cream, skin and tis- 
sue cream, etc. 

383,342.—See Illustration. Associated 
Merchandising Corp., New York. (Mar. 21, 
1936.) —Perfumes. 

383,450.—“DERMAGENIC.” Harry Ry- 
berg, Palo Alto, Calif. (Jan. 2, 1936.) 
Hair tonic. 
383,464.—"“AVENUE MATIGNON.” Bien- 
aimé, Inc., doing Marcel 
Rochas, New York. 1936.) — 
Perfumes, toilet water. 

383,491.—See Illustration. Sure-Go Mfg. 
Co., Toledo, Ohio. (Aug. 15, 1935.)- 
Preparation for the treatment of dandruff 
and other scalp conditions. 

383,502.—See Illustration. Nicola Fusco, 
doing business as E-Z-E Shave Mfg. Co.., 
Brooklyn, N. Y. (Jan. 1, 1935.)—Beard 
softener for shaving. 

383,610.— See Illustration. J. 
Humphrey, St. Louis, Mo. (Jan. 8, 


business as 
(Sept. 5, 


Allan 
1935.) 


Toilet preparations. 

384,165.—See Illustration. Purcell & Co., 
Inc., Chicago, Ill. (Sept. 1, 1934.)—Per- 
manent wave solution. 

384,239.—“M AS-O-LINE.” Bloomingdale 
Bros., Inc., New York. (May 7, 1936.) 
Shaving lotion for use as a beard softener. 

384,486.—“UNIPLAST.” Universal Plas- 
tics Corp., New Brunswick, N. J. (Sept. 
1, 1936.)—-Cosmetic containers made of 
plastic molding material. 

384,655.—See Illustration. The Eyechant 
Co., Chicago, Ill. (June 20, 1936.) —Eye- 
brow and eyelash makeup. 

384,683.—“ISLAND KING.” Charles H. 
Wissemann & Co., Inc., Richmond Hill, 
N. Y. (Sept. 30, 1936.) —Flavors. 

384,885.—See Illustration. Destileria Ser- 
ralles, Inc., Ponce, P. R. (Mar., 1936.) 
Denatured alcohol. 

384,997.—“AUTO-THERMIC.” Michael 
Gialafos, doing business as Gialafos Sun- 
ray Mfg. Co., New York. (July, 1936.)— 
Hair waving lotion (permanent), soapless 
shampoo. 

385,331.—See Illustration. Abbott Lab- 
oratories, North Chicago, Ill. (May 13, 
1931.) —Powders, lotions and creams. 

385,387.—See Illustration. The Benjamin 
Ansehl Co., St. Louis, Mo. (Oct. 16, 1936.) 

Toilet preparations. 

385,476.—See Illustration. Glenn Fisher, 
Bowling Green, Ky. (Dec. 1, 1934.)— 
Permanent wave solution, face creams, 
muscle oil, astringent, rouge, lipstick, face 
powders and hair oil. 

385,523—“MAZURKA RUSSE.” Len 
theric, Inc., New York. (Oct. 16, 1936.) 
Perfumes and cosmetic creams. 


385,528, 385,529, 385,531.—See Illustra- 





tions. National Retailer-Owned 
Inc., Chicago, Ill. (Oct. 13, 1936.) 
soap. 

385,599, 385,600. — See Illustrations. 
Lydia O’Leary, Inc., New York. (1930.) 
Cosmetic preparation for obliterating birth 
marks, and other skin blemishes, put up 
in liquid, cream and stick forms, for both 
marks, and also for the former: liquid 
thinning lotion, face powder, lipstick, dry 
and cream rouge. 

385,719.—“SKI.” Antoine de Paris, Inc., 
New York. (Nov. 7, 1936.)—Skin cream, 
lipstick, and lipstick refills. 

385,809. — “VIOLETTE VICTORI- 
ENNE.” Societe des Parfums Weil, S. A. 
Paris, France. (Oct. 9, 1936.)—Perfumes, 
toilet waters, rouge, lipstick and face 
creams. 

385,989.—See Illustration. Northam War- 
ren Corp., New York (July 2, 1936.) 
Nail polish. 

386,081.—See Illustrations. Franz Neu- 
schaefer, doing business as Plat-Num Lab- 
oratories, New York. (Jan. 20, 1932.)— 
Cosmetics and nail preparations. 

386,090.—“ALL DAY.” Associated Dis- 
tributors, Inc., Chicago, Ill. (Nov. 20, 
1936.) —Lipstick, rouge, face powder, eye- 
lash and eyebrow mascara, creams for the 
hands and face, preparations for skin, hair 
and fingernails, and perfumes. 

386,098.—See Illustration. Peter Charles 
Nail Polish Co., New York. (Nov. 14, 
1936.)—Finger nail preparation. 

386,103. — “THEATER BOX.” Forty 
Second Street Sales Co., Chicago, Ill. 
(Nov. 27, 1935.)—Bleach creams, tissue 


Grocers, 
Toilet 


(Continued from page 102) 





Preservatives which we recommend for the Best Results 


TEGOSEPT M 


methyl p-hydroxybenzoate 


TEGOSEPT M for Lotions, Casein 


Emulsions, Glycerin Jelly or 


(Solutions or Powdered), Hair Preparations, Milk 


Preparations, Quince Seed Lotions, Tooth Pastes. 


™*. GOLDSCHMIDT 


TEGOSEPT P 


propyl p-hydroxybenzoate 


TEGOSEPT P for Almond Lotions 


Solution, Gums Carragheen (Irish Moss), Creams, 


Emulsions, 
Lipsticks, Vegetable Oils, Greaseless Creams and 
ointments. 


WRITE for experimental samples and_ table 
giving proper percentages for various cosmetic and 
toilet preparations. 


MADE IN U.S.A. 


CORP. 


153 WAVERLY PLACE - NEW YORK 


BRANCHES: 325 WwW. 
245 Union Blvd., St. Louis 
2260 East 15th St., Los Angeles 


Huron St., 
80 Boylston St., 


Chicago 
Boston 


64 Wellington St., West, Toronto 
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Your own brand 
of cosmetics... 


We 


you 


CREAMS 


must bring you a satisfactory profit— 
but above all must possess merit and 
distinction. 


Our own formulas are the result of 
thirty years of experience—but we can 
develop your formulas if you so prefer. 


You can buy our products in packages 
completely finished for resale, or pack- 
aged but not labeled, or in bulk if you 
want to do your own packaging. 


Check in the appended list the items 
you wish to stock, or send for one of our 
confidential price lists. This carries no 
obligation to purchase. 


list only the fast selling items. If what 
need is not listed, let us know and 


we will advise you promptly regarding it! 


Sundries (Cont'd) Liquids (Cont'd 








Acne 

All Purpose 
Bleach 
Cleansing 
Cocoa Butter 
Cold 
Foundation 
Lemon 
Tissue 
Beauty Mask 
Clay Pack 
Deodorant 


SUNDRIES 
Rouge Compact 
Lip Sticks 


Cream Rouge 
Eye Shadow 
Dusting Powder 


LIQUIDS 
Perfumes 
Toilet Water 
Shampoo 
Hair Tonic 
Lotions 

Skin Tonics 
Astringent 
Brilliantine 
Powder Base 
Muscle Oil 


After Shave 
Lotion 
Deodorant 


FACE POWDER 


More than 70 
shades of the 
highest grade in 
Light, Med. and 
Heavy weight 
carried in stock. 
The quality of 
our Face Pow- 
der has a world 
wide reputation. 


“Klinker 


MFG. arc. COL 


9200-9210 Buckeye Rd., Cleveland, Ohio 


April, 1937 





VELIZAR 


BAGAROFF 
OTTO OF ROSE 


| Velizar Bagaroff Otto of Rose is again available 


in all markets under his own label. 


| This quality product is especially worthy of your 
| consideration. 


Sole Agents for the United States 
W. J. BUSH & CO., Inc., New York 


Sole Agents for Canada 


| W. J. BUSH & CO. (Canada) Ltd., Montreal, Canada 


OIL LAVENDER 


ALTITUDE 


lt costs more than inferior 
oils; — it's real Lavender. 


Selected from the finest producing regions, rep- 


resenting the highest standard in quality, odor, 
uniformity. 


“F* Ofdefte Sffence Diftifttrs” 


W. J. BUSH & CO. 


INCORPORATED 


NEW YORK, N. Y. 


LONDON 
MESSINA 


MITCHAM 
GRASSE 
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creams, cold creams, cleansing creams, 
hand creams, etc. 

386,125.—See Illustration. Polk Miller 
Products Corp., Richmond, Va. (Aug. 19, 
1936.)—Deodorant preparations. 

386,158.—“MEPHISTO.” Henri 5. Gom- 
pes, New York. (Nov. 25, 1936.)—Toilet 
preparations. 

386,208, 386,209. “Enamolite” and 
“Enamodent.” Marcus A. Fuller, Spring- 
field, Mass. (Nov. 28, 1936.)—Dentifrices. 

386,222.—See Illustration. Joseph Plu- 
meri, New York. (Sept., 1936.)—Toilet 
cream. 

386.228.—"Vita-Beaut.” Vitamint Corp., 
Boston, Mass. (Jan. 21, 1935.) 
body cosmetic creams and oils. 

386,280.—"2 IN 1.” Universal Chemical 
Corp., Akron, Ohio. (Nov., 1936.)—Soap 
for personal use. 

386.453.—"“MAJOR’S.” Saks & Co., New 
York. (Sept. 1, 1933.)—After-shaving lo- 
tion and after-shaving powder. 

386,611.—"MULSITE.” Ward Chemical 
& Mfg. Co., Inc.. New York. (July 18, 
1936.) 
other powdered alkaline detergent compo- 


Facial and 


Powdered or granular soap ot 
sitions, 

386.672.—See Illustrations. A. P. Bab- 
cock Co., Rutherford, N. J... and New 
York, N. Y. (Nov. 5, 1920.) 
arations. 

386.959.—"“LOYALTY.” Parfumerie St. 
Denis, New York. (Dec. 16, 1936.)—Toilet 
preparations. 

386.705.—See Illustration. Eugene, Ltd., 
New York. (Nov. 24, 1936.) 


waving solutions. 


Toilet prep- 


Permanent 


Amyl Acetate 
Acetic Ether 


Amyl Valerate 
Ethyl Valerate 
Oenanthic Ether 
Sebacic Ether 


386,722.—"PICTORIAL.” Irineos Cassi- 
matis, Gary, Ind. (Nov. 9, 1935.)—Toilet 
soap. 

386,762.—“TROPHEE.” D’Orsay Sales 


Corp., New York. (July 10, 1936.) 
preparations and cosmetics. 
386,775. —“FALBAFLEUR.” Pfaltz & 
Bauer, Inc., New York. (Dec. 4, 1936.) 
Toilet preparations, deodorants, disinfec- 


Toilet 


tants, perfumes, natural and synthetic oils 
suitable for perfumery purposes and toilet 
waters. 

386,.893.—"LES QUATRE SAISONS.” 
Grenoville, Inc., New York. (Oct. 1, 1936.) 

Perfumes. 

387,001. — “MYLAINE.” 
Manus, doing business as Mylaine Parfum, 
Chicago, Ill. (Nov. 20, 1936.) 
cologne, face creams, and face powders. 

387,010.—“TRU-LYTE.” Tru-Lyte Lab- 
oratories, Oakland, Calif. (Oct. 15, 1936.) 

Hair tint, hair shampoo, and hair tint 
developer. 

387,023.—See 
Giol Cabassa, doing business as Labora- 
torios Granchel, Santurce, P. R. (July, 
1936.) alcohol, —co- 
logne water, and facial powder. 

387,076, 387,077, 387,078, 387,079, 387,- 
080, 387,081, 387,082, 387,083, 387,084, 
387,085, 387,086, 387,087.—Maison Jeurelle- 
Seventee, Inc., New York. (Oct. 29, 1936.) 

Toilet preparations. 

387,089.—“MISCHIEF.” Maison Joubert, 
Inc.. New York. (Dec. 1, 1936.)—Toilet 
preparations. 

387,229.—See Illustration. George B. 
Terrell, doing business as T & T Tooth 
Powder Co., Flushing, N. Y. (Mar. 16, 
1935.)-—Tooth powder. 


George P. 


Perfumes, 


Illustration. Jose Miguel 


Perfumed rubbing 





hese 







to the 





387,239.—See Illustration. Colgate-Palm- 
olive-Peet Co., Jersey City, N. J. (Jan. 
1, 1915.)—Shampoo. 

387,267.—See Illustration. Ida Lily 
Broward, doing business as I. L. Broward, 
Jacksonville, Fla. (Mar., 1935.) 
hair and scalp preparation. 

387,275.—See Illustration. Guerlain Per- 
fumery Corp. of Delaware, Wilmington, 
Del.. and New York. (Dec. 22, 1936.) 
Perfumes, toilet water, vegetable lotion, 
talcum powder, face powder, brilliantine, 

387,329.— See Illustration.  Lentheric, 
Inc., New York. (Dec. 23, 1936.)—Skin 
protecting and beautifying preparation, 

387,360.—See Illustration. W. F. Straub 
& Co., Chicago, Ill. (July 17, 1935.) 
Toilet: preparation for hiding skin blem- 
ishes. 

387,363.—See Illustration. Ashworth Ad- 
vertising Co., Inc., New York. (Dec. 30, 
1936.)—Shaving cream. 

387,492.—"“KOBAKO.” Bourjois, _ Ine.. 
New York. (Sept. 8, 1936.) —Perfume, 

387,508.—See Illustration. Miner's, Inc., 
New York. (Jan. 5, 1937.) 
preparations used as a covering for skin 


Liquid 


Cosmetic 


marks, rings under the eyes, freckles, pim- 
ples, etc., and as a powder base put up 
in stick form. 

387,560.—-See Illustration. Rallet Corp. of 
America, Wilmington, Del. (Nov., 1932.) 

Perfumes, toilet waters, eau de colognes, 
face powders, dusting powders, bath pow- 
ders, sachet powders, and talcum powders. 

387,619.—See Illustration. Antonio Caji- 
gas, doing business as Boricua Medicine 
Co., New York. (July, 1931.)—Bay rum. 


(Continued on page 105) 


NORTHWESTERN 
flavoring 
most 


are made 


standards 


esters 
exacting 


THE NORTHWESTERN 
CHEMICAL COMPANY 


INCORPORATED 1882 


WAUWATOSA 


The Largest Makers of Butyric Ether in the World 


WISCONSIN 


The American Perjumer 


Cae 
Saiaasny Perfumes for Sunburn Preventive Preparations 


@ The perfumes listed below were especially formulated for sunburn preventive preparations. 
They are therefore free from all materials that irritate the skin or photo-sensitize it, that is, 
increase its susceptibility to sunburn. (A number of quite commonly used perfuming materials 
are known to have either irritant or photo-sensitizing properties. They should therefore 
either be excluded from cosmetic perfumes or used in only very small percentages.) 














Rosalie $10.00 Ib. Gardenia 400 $8.00 lb. Bouquet 399 $8.00 lb. 

Soleole 10.00 “ Bouquet 402 5.00 “ Bouquet 403 5.50 “ 

Rose 397 8.00 “ Rose 401 5.50 “ Gardenia 404 5.00 “ 
Bouquet 398 7.00 “ 


@ Samples upon request, together with bulletins describing our ultraviolet filter Escalol and 
giving formulas for sunburn preventive oils, creams, and lotions of various types. 


















Pioneer American Manufacturers of 


VAN DYK & Co. secon i , | : 


EXECUTIVE OFFICES AND WORKS: 


57 WILKINSON AVE., JERSEY CITY, N. J. 


LOS ANGELES: 1282 SUNSET BOULEVARD 
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NAIL POLISH 


| Nail Polish lacquer that is applied with- 
out brush marks or streaks. Brilliant 
gloss . . . excellent adherence . . . fast 
drying . . . will not wear off, peal or 
crack. Wide range of the most attrac- 
tive and stylish colors. 








tific conditions. Careful selection of col- 
ors which are fast and do not fade in 
sunlight, or re-act to hard waters or 
strong soaps. 


CANADIAN TRADE .. . . || Cream Polish— Transparent Polish — 


Nailflex Polish Remover — and Cuticle 
Remover — bottled under your own 
brand or supplied in 55 gal. drums, 30 
ALUMINUM SCREW CAPS II gal. drums or 5 gal. cans. 


SS. Sa eee 
DUREZ CAPS FOR JARS AND TUBES RPORATION 
teenies wen The MONROE SANDER CO 


& CONTAINERS, Ltd. 
TORONTO....CANADA 


| Made under the most exacting and scien- 


Plain or Lithographed Tubes, of finest 
quality. Prompt delivery assured. 


4 
Manufacturers of Salore Products 


LONG ISLAND cCiTY 
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— GRAPEFRUIT 
OILS 


NATURAL STRENGTH—CONCENTRATED—TERPENELESS 
Improves Perfumes — Beverages — Candy 
JUICES 
TEN to ONE CONCENTRATED — PURE 
ORANGE or GRAPEFRUIT — also PULP JUICES 


WARREN E. BURNS, x. 


NEW YORK CITY, N. Y. CHICAGO, ILL. TAMPA, FLA. 
11 WEST 42nd STREET 325 WEST HURON STREET 305 MORGAN STREET 


ESSENTIAL OILS, AROMATICS AND FLAVORING PRODUCTS, FRUIT JUICES AND CONCENTRATES : CITRUS BY-PRODUCTS 


UNUSUAL OPPORTUNITY 


Take advantage of our large stock of unusual equip- 

ment obtained from recent purchases. Prices have 

been slashed for quick disposal. This is only a par- 
tial list. Your inquiries solicited. 


1—Colton No. 14 automatic Tube Filling and Closing Machine. 

1—Stokes No. 90C automatic Tube Filling and Closing Machine. 

1—Stokes No. 2C piston type Tube Filler, motor driven. 

1—Stokes No. 2B pressure type Tube Filler, motor driven. 

1—U. S. Bottlers Combination No. 4 Unit, consisting of Filter with 
Pump and motor and six spout Siphon Bottle Filler. 

i—Karl Kiefer Diacell Filter, complete with packer. 

3—Paul O. Abbe No. 3 Eureka Jar Mills. 

I1—Day 12” Ointment Mill, motor driven. 

3—Pfaudler 150 gallon, tilting type, glass-lined Rouge and Powder 
Mixers, with double motion agitators. 

12—Pfaudler and Glascote 20 to 75 gallon, glass-lined Tanks. 

1—World Improved model § Labeling Machine. 

4—Day 50, 200, and 2000 Ibs. Dry Powder Mixers and Sifters, 
motor driven. 

3—Day and Robinson 100 and 600 Ibs. Dry Powder Mixers and 
Sifters. 

I—Stokes & Smith model G 1 Powder Filler. 

1—Day 40 gallon Pony Mixer, motor driven. 

1—Day Laboratory Roller Mill, motor driven. 

1—Day four speed Gem Cream Mixer, motor driven. 

1—Karl Kiefer 100 gallon, re-circulating Percolator with pump and 
motor. 

1—Rotex Sifter, 20” x 48”, motor driven. 

3—Colton No. 2B Tablet Machine, up to '," diameter. 

1—Stokes H Tablet Machine, up to 2” diameter. 

4—Seitz-Werke and U. S. Filters. 

2—Kiefer and Goldman 72 and 80 spout Bottle Washers. 
Also a complete stock of Kettles, Mixers, Filters, Pumps, etc., etc. 


“We buy from single items to complete plants.’ 


STEIN-BRILL CORP. 


Agent for George G. Rodgers Company 
Line Cut Reductions From Larger MULTI-TONE Proofs. Manufacturers of Tube Filling and Closing Machines 


187 Varick Street New York, N. ¥ 


FIELD Ma neve a Cable Address: “BRISTEN” Tel. mites aaenil 
NC. New York, N. Y. 


The American Perfumer 
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387,630. — “ROSANTHOL.”  Rifa-New 
York. Inc., New York. (Jan. 21, 1936.) 
Natural and synthetic essential oils suit- 
able for perfumery purposes, astringents, 
astringent cerates, bleach creams, beauty 
creams, etc. 

387,640.—“PURICINE.” H. Kirk White 
& Co., Oconomowoc, Wis. (Sept. 11, 1935.) 

Mouth wash. 

387,664.—See Illustrations. Ellen Clarice 
Downey, doing business as Ellen Clarice 
Co., Detroit, Mich., Hollywood, Calif. and 
New York, N. Y. (1911.)—Beauty creams, 
cleansing creams, liquefying creams, cold 
creams, tissue creams, vitamin creams, etc. 

387,776.—“STANDO SOLUTION.” Sam- 
uel Bonat & Bro., New York. (Feb. 1, 
1933.)—Hair waving solution, hair rince, 
hair tonic, and hair shampoo. 

387,865.—See Illustration. Dorothy Gray 
Salons, Bloomfield, N. J. (Nov. 9, 1936.) 

Perfume and face powder. 


Trade Mark Registration Granted 
(Act of March 19, 1920) 


These registrations are not subject to 
opposition. 


M343,616.—See Illustration. Henry Koe- 
nig, doing business as The Fern Andra 
Co., Chicago, Ill. (Aug. 13, 1935. Serial 
No. 368,938.) —Cleansing cream. 

M343,618.—See Illustration. Screen and 
Stage Make-Up by Elizabeth Arden, Ltd.. 
Hollywood, Calif. (July 1, 1935. Serial 
No. 371,448.)—Eyelash make-up. _ lip 


rouge, foundation cream, face powder. 


M343,633.—See Illustration. David Salz- 
man, New York. (June 15, 1935. Serial 
No. 385,368.)—Toilet preparations. 

M344,087.— See Illustration. Purepac 
Corp., New York. (Mar., 1933. Serial No. 
372,744.) —Tooth powder. 

M344,110.—*DUBL-STRNTH.” General 
Desserts Corp., New York. (June 12, 1935. 
Serial No. 386,891.)—vVanilla extract. 

M344,494.—See Illustration. Albert Al- 
bek, Inc., Los Angeles, Calif. (1934. 
Serial No. 380,180.)—Wax in solid form, 
which is soluble in water and used in the 
preparation of creams, such as cold cream, 
all-purpose cream, etc., and for the manu- 
facture of cosmetics. 


Patents Granted 


2,070,338.—Soap dispenser. Chesterfield 
Guy Marhoff, Chicago, IIl., assignor to 
The Cudahy Packing Co., Chicago, II. 

2,070,345.—Nonrefillable bottle. Richard 
J. Watts, Quincy, Mass. 

2,070,377. 
New York. 

2,070,857.—Light equipped vanity case. 
Myron J. Davis, Detroit, Mich. 

2,071,412, 2,071,413. — Self-closing cap 
for collapsible tube. Gaston L. Lateur, San 
Francisco, Calif. 

2,071,657.—Self-closing nozzle for con- 
tainers. Gideon Richardson, Seattle, Wash. 

2,071,747. Cosmetic holder. Rudolph N. 
Houlihan, Bridgeport, Conn., assignor to 
The Bridgeport Metal Goods Mfg. Co., 
Bridgeport, Conn. 

2,071,867.—Self-retaining closure for col- 
lapsible tubes. Rioe Tomita, Punnene, 
Maui, Hawaii. 


Bottle closure. Elta Simmons, 


2.072,026.—Closure for containers. Hunt- 
er P. Cline, Otterville, Mo. 

2,072,536.—Closure. John P. Tricke¥ 
and John R. Price, Dayton, Ohio, assign- 
ors, by mesne assignments, to Union Car- 
bide and Carbon Corp., New York. 

2,072,662.—Holder. Leonard Abbotts, 
Bridgeport, Conn., assignor to The Bridge- 
port Metal Goods Mfg. Co., Bridgeport, 
Conn. 

2,072,753.—Folding box. Rihachi Ikeda 
and Shuzo Satake, San Mateo, Calif. 

2,072,824.—Method of making castor oil 
soap. Oney P. Puryear, Beacon, N. Y., as- 
signor to The Texas Co., New York. 

2,072,895.—Production of concentrated 
maple flavor. Albert A. Lund, New York. 

2,073,054.—Process of producing pure 
soaps from oxidized nonaromatic hydro- 
carbons. Hans Franzen, Mannheim, Ger- 
many, assignor to I. G. Farbenindustrie 
Aktiengesellschaft, Frankfort-on-the-Main, 
Germany. 

2,073,061.—Perfume dispenser. Paul P. 
Hein, New York, assignor to Perfumeter 
Corp., New York. 

2,073,193.—Flexible tube closure. Robert 
L. Curran, deceased, late of Moultrieville, 
S. C., by Anna Bush Curran, Bradenton, 
Fla., executrix, assignor of twenty-seven 
per cent to William E. Curran, twenty per 
cent to Robert B. Curran, and twenty per 
cent to Richard L. Curran, all of Alma, 
Ga. 

2,073,377.—Dispenser. John T. 
Los Angeles, Calif. 

2,073,923.—Art of stabilizing soap. Er- 


Morris, 


(Continued on page 107) 














SOLO laboratories 


celebrate 


ized business... 


one that must have as its basic factor 


their 


10th ANNIVERSARY! 


BIGGER EVERY YEAR! 


The manufacture of private label cosmetics is a highly special- 


... the 


ability to MAINTAIN A HIGH STANDARD OF QUALITY. 
Solo Laboratories for ten years have produced lipsticks, 
powders, rouges and lotions (in fact every conceivable type of 
cosmetic) in package and bulk for a large number of America’s 


most reputable distributors and dealers. 


business has increased . . 
products. 


Year by year this 


due solely to the merit of Solo 


Your inquiry will receive prompt and careful attention. 


SOLO LABORATORIES, Inc. 


341 W. AUSTIN AVE. 





Chicago, Ill. 








April, 1937 





SHAM P 


COCOANUT OIL, OLIVE OIL AND BLENDED OILS e ALL COLORS 
IN DRUMS e CANS e BARRELS ec Also Shaving Cream in bulk 


CLIFTON CHEMICAL CO., Inc. 1, cront st.. New YORK city 


ONSOLIDATED 
Established 1858 FRUIT JAR CO. 


NEW BRUNSWICK, NEW JERSEY 


COLLAPSIBLE TUBES . SHEET METAL GOODS 
CORK TOPS . SPRINKLER TOPS . DOSE CAPS 


FOR THE BEST 


The most flexible labeling machine. Easily 


equipped for labeling any size bottle or ON THE 

jar. Many exclusive mechanical features, PERFUME AND 

developed by manufacturing experience ike a iain aia 
eed, -— ALLIED INDUSTRIES 


of more than thirty-five years. 


Economic Machinery Company || S& ONS ULT 


WORCESTER, MASS. BOOK DEPT. ia 
Makers of complete line of automatic THE AMERICAN PERFUMER 
and semi-automatic labelers. 9 EAST 38th STREET e NEW YORK 


GARDENIAS Dy BELMAY 


GARDENIA SUPREME . ; @ $12.00 per |b. 
GARDENIA "B" ; ‘ ; : ; @ 6.00 per |b. 
GARDENIA EXTRA ° : : : @ 10.00 per |b. 

also a complete line of florals and bouquets available 


BE L M AY INC. 116-120 EAST 27th ST., NEW YORK 


CREATORS OF ODORS TO THE TRADE FOR MANY YEARS 


The American Perjumer 





(Continued from page 105) 
nest C. Crocker, Belmont, and Lloyd F. 
Henderson, Reading, Mass., assignors to 
Arthur D. Little, Inc., Cambridge, Mass. 
2,073,941.—Container closure. Stanley 
Lowen, Bronx, N. Y., assignor to Patent : 5 ; 
Tube Corp., New York. and Canada emphasize the impor- 


2,073,999.—Holder for stick material. tance of proper patent and trade beth Arden of Canada. Led. Terente. Ont. 
George F. _ hter, Bogota, N. J., assignor 


s oy a mark protection in both of these N.S. 5808—“MORNING PRIDE.” Per- 
to Charles N. Corye amaroneck, iN. I. ries j “der th: > expansi fumery, toilet articles, preparations for the 
<aees tides tes eich eanented countries in order that the expansion 


ade a i mack teeth and hair, and perfumed soap. Fairy 
Charles N. Coryell, Mamaroneck, N. Y. of business Soe not be curtailed by Dyes, Ltd., Glasgow, N.W., Scotland. 
legal difficulties. N.S. 5832.—"CREPE DE CHINE.” Per- 
For the information of our read- fumery products. Parfumerie F. Millot, 
ers, we are maintaining a department 5. A., Paris, France. 
_ I N.S. 5846.—“AIRSPUN.” Perfumery and 


toilet preparations, preparations for the 


Canadian Patents and Trade Marks 


THE increasing international trade toilet preparations. Charles P. Dumas, 
relations between the United States Montreal, Que. —_ aad 
N.S. 5787.—“BLUE GRASS.” Perfumes, 


toilet-water, soap, bath — etc. Eliza- 


Designs Patented 
D103,316.—-Bottle. John H. Funkey, Bal- 


timore, Md., assignor to Carr-Lowrey Glass 
Co., Baltimore, Md. devoted to patents and trade marks 


D103,359.—Ski kit. Florence N. Lewis, in Canada relating to the industries teeth and hair, and perfumed soap. Coty 
New York. ) 


represented by our publication. (England) Ltd., London, W. 1, England. 
103,360.—Bottl Fri Neuschaefer ; F 1S. 5937 ” 
R : N Y. ee ee en This report is compiled from the N.S. 5937.—“ARRID.” Deodorant cream. 
'D103.495. 103.496.—Bottles. John H official records in the Canadian Pat- ee a on 
’ ste a o 7 : . . LV... * anc « e - 4 L 
Funkey, Baltimore, Md., assignor to Carr- ent Office. and “KALOR” respectively. Solutions used 
oo weg esse ig nine ar All inquiries relating to patents, in waving the human hair; pads and so- 
3,520. ». Frasier Smith, -el- ; ; ; : ial Mela Mate aa. ie 
Co. W heeling, W. Va. copyrights, etc., should be addressed net Ca Ica ee 
en — holder. Louis Albert to. NS. 5951.—“SKIN DEEP.” Toilet prep- 
Samstag, New York. arations. The 303 Chemical Co., Ltd., 
D103,730.—Bottle. Philip G. Lloyd, Jack- THe AMERICAN PERFUMER Toronto. Ont. 


son Heights, N. Y., assignor to Carr- O Beet 20h Cox N.S. 5981.—“GLO-RNZ.” Hair tinting 
Lowrey Glass Co., Baltimore, Md. ) East 38th Street 


r ‘: -parations. | i ock, Denver, Colo. 
D103.785.—Bottle. William R. Kohl, New York City NS. core, maninte Taba o 
Cumberland, Md., assignor to Carr-Lowrey 


Bal Md rations, rouge and dentifrices. Madame 
Glass Co., Baltimore, Md. . . : Veuve Grimaud, nee Angele Mane, 5 

D103,789.—Combined bottle and cap Trade Marks Under Unfair Boulevard de la Madeleine, Nice, France. 
closure. Ferdinand W. Nitardy, Brooklyn, Competition Act of 1932 N.S. 
N. Y. assignor to E. R. Squibb & Sons, ; ; 
New York. N.S. 5778.—“BEAUTEX.” Cosmetics and (Continued on page 109) 


6083, 6084, 6085.—Design of a 


modernized packages will not sell 


( antique ) 
FACE | 


The Modern and up-to-date 
Face Powder employs a 


“COTTRELL PROCESS” TALC 


Sole Distributors: 


Whittaker, Clark & Daniels, Inc. 


260 West Broadway 
New York City 


April, 1937 





Giese’s Filter Papers are the Best! 


Fibre Filler Paper for Rapid Filtration 
of Large Quantities—Very Strong 

PACKED AS FOLLOWS: 

lb. Bales 20 inch, 110 lb. Bales 

lb. Bales 24 inch, 55 lb. Bales 

lb. Bales 26 inch, 55 lb. Bales 

32 inch, 55 Ib. Bales 

Also folded 


Free illustrated leaflet on request 


AUGUST GIESE & SON, 121 E. 24th St., 


Heavy Linen 


13 inch, § 
15 inch, 
18 inch, 


-packed in cartons 


Bale of Filter Paper Folded Paper 


MR. ALEXANDER SAYS: Good Reconditioned Equipment Scarce 


Costs Rising — Fill Your Needs NOW 


new FMC tube fillers | 
new FMC closers and clippers 
new FMC portable mixers 


new FMC straight line and rotary 
syphon fillers 

new FMC belt table conveyors 

new FMC vacuum fillers 


8 Day, Ross, and Sprout-Waldron 
MIXERS, 5 to 4000 Ibs. 

20 Williams, Mead, Schutz-O’Neil, Jaybee, Straub, Hance 
Drug, & Abbe Eng., MILLS. 

3 Rotex, Coombs gyratory and Day Hunter Rapid- 
SIFTERS. Coating and polishing PANS, 18” to 36”. 
Pfaudler glass-lined TANKS, agitated, 100 to 1000 
gals. Stokes 2C piston FILLER, Colton No. 4 worm 


SIFTERS & 


“follow the example of your wife” 


She installs modern, automatic appliances in her home | 


so she can eliminate labor, worry, mistakes, and have time for 
other things. 


You can also have more time (for selling) and less time | 


for worry when you do business the CARLOVA way. 


Simply send us your containers and labels for us to fill 
with modernized cosmetics, expertly made. The cost is surprisingly 
low. 

Delivery from Binghamton, N. Y. and St. Louis, Mo. 
Call or write for price quotations, valuable suggestions! 


TOILET WATERS ALL TYPES OF CREAMS 
NAIL POLISH ALL TYPES OF LOTIONS 
TALCUM : ALL TYPES OF POWDERS 


PERFUMES 
BRILLIANTINE 
HAIR TONIC 


CARLOVA inc. 


BINGHAMTON 
NEW YORK 





FILLER, Colton No. 2 CLOSER & CLIPPER, Col- 
ton 6C and No. 14 Fully AUTOMATIC FILLERS, 
CLOSERS, AND CLIPPERS. (for tubes). 

10 Kiefer, Pneumatic Scale, Alsop, Fowler, International 
vacuum and gravity FILLERS. 

3 Day 2% to 40 gallon PONY MIXERS. 

6 W & P, Day, Read, Triumph, double arm jacketed 
and plain MIXERS. 

6 Stokes and Colton single punch and rotary TABLET 
MACHINES, 1%” to 2”. 

MISCELLANEOUS: Colton suppository press, powder 
fillers, granular mixers, vacuum stills, copper and 
aluminum kettles, filters, filter presses, dryers. 


iMIMe Cable address 


*EFFEMCY”’ 
See First first”? 


First Machinery Corp. 


“We purchase your surplus equipment” 


‘Only one can 
be FIRST” 


RRIF} at ny 
New York City 


Want a 30B?2 


A few lines in our classified columns have helped 
to land many a job. And if you’re on the hiring 
end, you should consider the same medium. 


CLASSIFIED ADVERTISING DEPT. The AMERICAN PERFUMER 


9 E. 38 ° 


NEW YORK ° 


A ROBBINS PUBLICATION 


The American Perfumer 
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round label, “MADEMOISELLE PEAL 
FRAICHE” and “MADAME  PEAL 
FINE,” respectively. Toilet preparations 
and soap. E. Daltroff & Compagnie, Pro- 
prietaires de la Parfumerie Caron, 10 rue 
de la Paix, Paris, France. 

N.S. 6090.—“DENTUROL.” Powder for 
use in preparation to clean teeth. Ed- 
mond Suprenant, Montreal, Que. 

N.S. 6115.—Design of a round label. 
Toilet preparations. E. Daltroff & Cie., 
Proprietaires de la Parfumerie Caron, 10 
rue de la Paix, Paris, France. 

N.S. 6122.—“FLAIR.” Perfumes, toilet 
soap, face powder, face cream, bath salts, 
lipsticks, sachets, powder and rouge com- 
pacts. Yardley & Co., Ltd., 105 Carpenters 
Road, Stratford, London, E., England, and 
33 Old Bond St., London, W., England. 

N.S. 6142.—“GRAVY MASTER.” Fla- 
vouring extracts. Gravymaster Co., Inc., 
Long Island City, N. Y. 

N.S. 6151.—“MELODY.” Soaps, cleans- 
ers and cleaning compounds. The Cudahy 
Packing Co., Chicago, Il. 

N.S. 6153.—*ANEM-O-NE BALM.” Skin 
lotions. William A. Gifford, Moose Jaw. 
Sask. 

N.S. 6162.—“DUART’S CREME OF 
MILK.” Facial cream. Duart Mfg. Co., 
Ltd., formerly Pacific Hair Goods Co., 
Ltd., San Francisco, Calif. 

N.S. 6185.—“JOYCETTE.” Permanent 
wave solutions, liquid shampoo. William 
Henry Joyce, doing business under the 
name of Joyce Beauty Products Co., New 


York. 


N.S. 6221-—“ATMOS.” Toilet prepara- 
tions such as hair lotions and tonics. Ar- 
thur Emond, trading under the firm name 
of Emond Laboratories, Ottawa, Ont. 

N.S. 6223, 6224, 6225—“PARFU MERIE 
DE RAYMOND,” “PARFUMS DE SEG- 
HERS,” and “PINX,” respectively. Per- 
fumes, face, talcum and bath powders, 
toilet waters, face creams, rouge, cologne, 
lipsticks, compacts and sachets and cos- 
metics. E. zs Fay, New York. 

N.S. 6232.—Design of a cylindrical con- 
tainer having a slightly convex top and 
substantially spherical knob centrally of 
the top. Cosmetics. Joubert et Cie Ltd., 
Toronto, Ont. 

N.S. 6273.—“CERTIFIED.” Soaps. In- 
ternational Labs. Ltd., St. Boniface, Mani- 
toba. 

N.S. 6276, 6277. 
BA” respectively. 


“LIL” and “RHUM- 
Perfumes, cosmetics, 
beauty preparations, soaps, dentifrice and 
antiseptics. Lillico Ltd., Toronto, Ont. 

N.S. 6309.—Design of two heads op- 
positely disposed. Hair washes and sham- 
poos, hair dyes, hair tints and hair dye 
removers. Lawrence Richard Bruce, Inc., 
New York. 

N.S. 6321—“HEATHER.” Toilet soap. 
J. Freedman & Son, Ltd., Ottawa, Ont. 

N.S. 6338.—“RIDEAU.” Toilet soap. J. 
Freedman & Son Ltd., Ottawa, Ont. 

N.S. 6346.—*MILGRIM.” Cosmetics and 
perfumes. H. Milgrim & Bros. Inc., New 
York. 

N.S. 6364.—“BRITEN.” Tooth paste, 
nail polishes and toilet articles. United 
Drug Co. Ltd., Toronto, Ont. 


N.S. 6381—“BRAMLEY.” 
cosmetics and toilet articles. 
Simon & Co. Inc., New York. 

N.S. 6402, 6403.—“EMBASSY” and 
“GARIOCA.” Toilet preparations and 
lipstick, respectively. Zanadu Mfg. Corp.. 
New York. 

N.S. 6422.—“RUBIO.” Flavoring ex- 
tracts. J. E. Rousseau, St. Felicien, Que. 

N.S. 6466—“AVE MARIA.” Toilet 
Preparations. Matchabelli Per- 


Perfumery, 


Franklin 


Prince 
fumery, Inc., New York. 

N.S. 6481—“ALOUETTE.” Soaps. Le 
Savon du Pays Inc. Ville St. Pierre, Que. 

N.S. 6524.—“ABANO.” Perfumes and 
bath oils. Prince Matchabelli Perfumery, 
Inc., New York. 

N.S. 6527.—“WHISPER.” Toilet prepa- 
ration. The 303 Chemical Co. Ltd., To- 
ronto, Ont. 

N.S. 6531—“MARPINE.” Hair sham- 
poos. T. A. Wheeler, Hair Doctor, Ltd., 
London, W. I., England, and doing busi- 
ness at Triumph House, 189 Regent St., 
London, W. 1, England. 

N.S. 6554.—“LOIN DE TOUT.”  Per- 
fumes and cosmetics. Societe Guerlain, 68 
Av. des Champs-Elysees, Paris, France. 

N.S. 6566—“OLD COUNTRY BRAND.” 
Extracts. Dominion Pure Foods, Winni- 
peg, Man. 

N.S. 6569.—“A.V.A.” Chemical prepa- 
ration used as a deodorizer. The Gibbs 
Mfg. Co., Canton, Ohio. 

N.S. 6573.—“LAVENA.” Beauty prepa- 
ration composed principally of oat flour. 


(Continued on page 111) 





Headquarters for Hand Made 
Perfume Vials and Novelty 
Packages Nothing excels the beauty and 


appeal of our special design crystal glass hand-made vials and 
novelties. Each is a real gem, fire polished and well annealed 
Illustrated are only a few items. Individual styles can be made, 
for your exclusive use, if quantity warrants. Ask for catalog, 
samples, prices. Write today! 


-— a) a a ee ee a ae a a a a en a ae 


No. 127 


Brand New Hand 
Made Vase-Vial. An 
exquisite item. Espe 
cially popular in 1 
dram size. Any size 
will be made up to 


No. 106 Novelty Dice Design 


Bottles. Available only in 3 CC 
size. With or without corks and 


boxes 
2 > > A) A) 


French 


Squat 
, ; i 
Shape Vial. Extra ' 
fine, hand-made to } 
a 


order. Any size, 


4 drams. 


Enamels 
that stand 


No. 124 


Rameses Hand- Made 
Vial. Popular in 1 
dram size. Made to 


No. 112 


order in other sizes, a 
> 


from ™% to 4 drams. from ™% to4 drams. 


— eee we a -= == oe ae ae) 


every day wear 
New York Office: H. R. M. Gordon 
331 Madison Ave.,Tel. MUrray Hill 2-0339 


St. Louis: W. W. Hoernlein 
100 North Broadway Building, Tel. Central 8184 


REPRESENTATIVES IN OTHER PRINCIPAL CITIES 


S00 DD) DD ED) DD DD a ae ee ee 


GLASS PRODUCTS CO. 
eGLASSWARE 

VINELAND, NEW JERSEY 

L. A. Barber, 74 S. Portland Avenue, Brooklyn, N. Y. 
GA.: Warren M. Curry, 2895 Peachtree Street 
ILL.: E. Marx & Co., 308 Washington Street 


NEW 
AT 
CH 


W YORK: 
LANTA, 
ICAGO, 
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T. L. BRAND e PURE WHITE 
Extra Quality . .. U.S. P. and 100% Pure 


OVER 85 YEARS OF CONTINUOUS BUSINESS 
IN THE UNITED STATES — ESTABLISHED 1852 


THEODOR LEONHARD WAX CO.), Inc. 


Western Distributor: A. C. DRURY & Co., Inc., 


CLASSIFIED ADVERTISEMENTS 


The rates for advertisements in this section are as follows: 
Business Opportunities, $1.00 per line per insertion; Situ- 
ations Wanted and Help Wanted, 50c per line per insertion. 
Please send check with copy. Address all communications to 

THE AMERICAN PERFUMER, 9 East 38th St., New York 


BUSINESS OPPORTUNITIES 
SCANDINAVIAN SOAP AND COSMETIC FACTORY offers its 


Denmark's oldest, largest and best-introduced Soap, 
Perfumery and Cosmetic Factory offers its service to firms who 
wish to have their articles manufactured in Denmark. Necessary 
import license for raw materials at hand. The factory’s own well- 
organized Sales Department will, if desired, take over the 


Write Box U. 87, Wolffs, Copenhagen, DENMARK. 


service. 


sales. 


PROFESSIONAL SERVICES 


STAFF MINERALOGIST and Microscopist for large Automobile 
concern is now in a position to cosmeticians in solving 
complex problems that may arise in the use of such raw materials 
that are indispensable to successful face powder manufacture. Cor- 
respondence invited. Write S. W. 2255 The American Perfumer. 


assist 


SITUATIONS WANTED 


SOAP MAKER and cosmetitian, 30 years’ experience in all kinds 
of soap, soap powders, cosmetics and analization of oils and soaps. 
Desires position, salary and destination immaterial. Address S. W. 
2254, The American Perfumer. 


CHEMIST wide experience cosmetics, perfumes, toothpastes, 
shaving creams, production and laboratory work wishes connection. 
Address S. W. Box 2261. The American Perfumer. 


SPECIALIST in the manufacture of synthetic Flower Oils and 
Flavoring Extracts, Natural and Artificial. May help to increase 
sales. S. W. No. 2259, The American Perfumer. 


HELP WANTED 





SALES REPRESENTATIVE WANTED to sell well known foreign 
line of aromatic chemicals and synthetics. Must have large ac- 
quaintance with important users and be able to show past results. 
Address S. W. Box No. 2258, The American Perfumer. 


WANTED.—Midwestern Representative preferably located in Chi- 
cago on a commission basis by a well established New York Essen- 
tial Oil house. May handle other accounts of a non competing 
nature. Please write in confidence giving experience and other 
televant details. Address H. W. 2256, The American Perfumer. 


CHICAGO REPRESENTATIVE: Well known New York aro- 
matic chemical and perfume raw material house seeking repre- 
sentative with experience in the Chicago territory for full time 
position. Salary basis initially. Travelling mid-west territory 
required; must have car. Expenses paid. Answer in detail 
stating experience, salary expected, etc. Reply will be treated 
confidentially. Address H. W. Box 2262, The American Perfumer. 
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HALEDON, PATERSON, N. J. 


SHerwood 2-1444 
219 E. North Water St., Chicago, Ill. 


Long Distance Telephone: 


REBUILT EQUIPMENT 


PARTIAL LIST 


2—Redd Powder Carton Filling, Weighing, Sealing Units—adjust- 
able, 50 per minute. 

2—Ferguson Carton Wax Wrappers. 

I—Colton No. 3 Combination Tube Filling, Closing and Clipping 
Machine, motor driven. 

I—Urie Universal piston type Tube or Jar Filler. 

Dry Powder Mixers, several with sifters, lab. size to 4000 Ib. 

5—Pony Mixers, Day and Ross make, 8 and 15 gals. 

5—Ermold and World semi-automatic Labelers. 

I—McDonald 'Weeks'' type Automatic Labeler. 

I—U. S. Bottlers 22-spout, monel fitted, Rotary Vacuum Bottle Filler. 

I—Alsop Portable Bottle Filler, 3-spout handle, pump and motor. 

I—Lilliput Label Gummer, motor driven. 

i—National auger Powder Filler and Weigher. 

i—American scale Powder Filler and Weigher. 

I—Ferguson ''Packomatic" Filler, Weigher and Carton Sealer. 

2—200 gal. Pfaudier Jacketed closed Glass Lined Kettles. 

Tablet Machines—i—Colton 2B, '/.”; I—Stokes M, I'/,”; |—Mulford, 
14"; 1—Colton, 4!/2, 1'/."; 2—Colton No. 2 Rotary, 54”; |—Colton 
No. 37 Rotary 2!/,”; |—Stokes Eureka hand, '/2”; |—Stokes T, 
I/,”; |—Stokes O, re 

I—Colton 2B Gelatin Coating Machine. 

4—Colton Dry and Wet Granulators. 

i—Filler Machine Co. 4-spout Filler, monel fitted. 

I—Karl Kiefer Visco Piston type Jar Filler. 


MISCELLANEOUS—Kettles, Drug Mills, Ointment Mills, Pulverizers, 
Grinders, Sifters, Screens, Colloid Mills, Filters, Filter Presses, 
Coating Pans, Tanks, Stills, Agitators, Pumps, Boilers, Pill Mass 
Mixers, Pot Mills, etc. Send for complete bulletin. 








WHAT HAVE YOU FOR SALE? SEND US A LIST. 


Consolidated Products Company, ix 


14-15 Park Row <F New York, N. Y. 


Warehouse and Shops: 335 Doremus Avenue, Newark, N. J. 





SALESMAN for a prominent line of Shampoo, Base and Shaving 
Cream in bulk. Address H. W. No. 2166, The American Perfumer. 


WANTED.—St. Louis and Southwestern Representative on a com- 
mission basis by prominent Eastern Essential Oil concern. No 
objection to representatives carrying non-competing 
Write confidentially giving full details of experience, etc. 
H. W. 2257, The American Perfumer. 


\ NATIONALLY known firm requires a man who can direct the 
activities of a small corps of salesmen in the Metropolitan area. 
Some knowledge of the drug line, essential oils and allied materials 
is desirable and also an educational background of Pharmacy. The 
applicant should not be beyond middle age, should possess poise, 
character and have ambition. This is an excellent opportunity to 
make a permanent place in an organization of the highest standing. 
Applications should include all facts which might influence a 
decision such as age, height, weight, religious affiliation, nationality, 
married or single, education and past business experience. State 
salary at which applicant is willing to start to prove his ability or 
give record of past earnings in position or positions occupied. 
Reply Box No. 2260, The American Perfumer. 


accounts. 


Address 





The American Perfumer 
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The Lavena Corp., Chicago, Ill. 

N.S. 6577.—“MYRACOL.” Washing 
compound in powder form. Merchants 
Consolidated Ltd., Winnipeg, Manitoba. 

N.S. 6588.—“RONNI.” Perfumes and 
toilet preparations. Parfums Ronni, Inc., 
New York. 

N.S. 6601—“VONNA.” Toilet perfume, 
face cream and powder, rouge, lipstick, 
etc. Societe des Produits Scientifiques de 
Beaute Vonna, 119 rue St. Maur, Paris 
(France). 

N.S. 6605.—“EY E-GENE.” Eye lotion. 
Scott Philipps Inc., Chicago, Hl. 

N.S. 6676.—“SPOT-STIK.” Blemish pen- 
cils. Cover Mark Ltd., Toronto, Ont. 

N.S. 6703.—“CLIPPER.” Shaving prep- 
arations. Louangel Corp., New York. 

N.S. 6714.—“CRO-CO.” Solutions for 
treating the scalp. The American Ma- 
chine and Metals Mfg. Co., Wilmington, 
Del. and New York, N. Y. 

N.S. 6752.—“ODO-RO-NO ICE.” Prepa- 
rations for preventing excessive perspira- 
tion. The Odorono Co. Inc., New York. 

N.S. 6764.—Design of Letters “LL,” 
one disposed within the open portion of 
the other, and a square disposed within 
the open portion of the second letter “L,” 
all being enclosed within a square with 
rounded corners. Perfumes and_ toilet 
preparations. Lucien Lelong Inc., Chica- 
go, Ill. 


Patents 
363.917.—Vanity case. Aaron R. Chis- 
holm, East Orange, N. J. 


California Association 
Entertains Ad. Club 


The Los Angeles 
Advertising Club invited the Califor- 
nia Cosmetic Association to be its 
guest at luncheon March 2, and the 
Association took over activities for 
the day. Twenty-four exhibits of 
California-made lines were on dis- 
play, and four interesting demonstra- 
tions were given by Max Factor, 
theatrical makeup; Merle Norman, 
mask and street makeup; House of 
Hollywood, facial mask; and Gene 
Palmer, the “Instantaneous Face 
Lift.” 

The meeting was welcomed by 
president Norman of the Cosmetic 
Association, and brief addresses were 
given by Capt. Clyde Balsley, of 
Merle Norman; H. P. Willats, of Co- 
lonial Dames; and D. S. Cowling, of 
Gene Palmer, Inc. 


Horney Organizes 
Coast Company 


Charles J. Horney, 
for some years connected with the 
cosmetic raw material trade on the 
Pacific Coast has organized his own 
company with headquarters at 1313 


Joseph L. Stummer, B.Se., Ph.D. 


MANUFACTURING AND 
CONSULTING CHEMIST 


PERSONAL INSTRUCTION 

EXECUTIVES IN 
PROCESSES 
PRODUCTS 
INDUSTRY 


GIVEN TO BUSY 
THE MANUFACTURING 
OF THE PRINCIPAL 
IN THE TOILET GOODS 


CONFIDENTIAL, NO CLASSES 


BY APPOINTMENT ONLY 


23 East 20th Street, New York City 


Pure 
Dependable 
Uniform 


QUALITY 


North Vermont Ave., Los Angeles. 
The company will represent Nauga- 
tuck Chemical Division of U. S. Rub- 
ber Products, Inc., for aromatic 
chemicals and also the products of 
Bruno Court, Grasse, France, sold in 
this country by Naugatuck Chemical. 
Products of Laboratoires Lous Born- 
and, Paris and the Compagnie Afri- 
caine des Plantes a Parfum, also rep- 
resented by Naugatuck will be car- 
ried. Mr. Horney’s company has also 
been appointed selling agents for 
Pharmaceutical Specialties, Inc., on 
the Pacific Coast. 


Dhumez Organizes 
Compagnie d’Argeville 


Pierre Dhumez for- 
mer head of the company of that 
name in Grasse, has organized Com- 
pagnie dArgeville, to manufacture 
and sell perfume raw materials. His 
taken 
ago by the house of 
Chiris and for some time, Mr. Dhu- 
mez was associated with that com- 
pany. 


former company was 


years 


over 
some 


His new venture is entirely 

from the Chiris 
which retain ownership of the former 
Dhumez company and trade marks. 


separate interests 


MAGNESIUM 


STEARATE OF MAGNESIUM 
Light, Great Adhesiveness. 
measurable Fineness. 
out under the puff like the finest pollen. 
to satisfy most exacting requirements. 


Pure White. Im- 
Heavy if desired. Dusts 
Made 


STEARATE OF ZINC 


Odorless, Impalpable. 


Pure White. Water Re- 


sisting. Great Adhesiveness. Light or Heavy as 


desired. 
formity. 


Highest standard of Purity and Uni- 


We manufacture the foregoing on a large scale. Prompt 
deliveries in any quantity from one barrel to a carload. 


Phone: ALgonquin 4-9895 


April, 1937 


STOCKS CARRIED: Chicago, St. Louis, San Francisco, 
Los Angeles, Kansas City, Mo., Des Moines, New Orleans 


Telephone SUnset 6-1337-1338 


Chamical Products Co. 


53-33rd Street; Brooklyn, N. Y. 
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From the 


Drug Law Revision 


Felix J. Belair, Jr., in The American Perfumer (February) 


FTER four years spent in a 
futile drive to strengthen fed 
eral control over the manufacture 
and distribution of cosmetics and 
toilet preparations the Roosevelt 
administration finds itself today 
in about the same spot it was when 
Senator Copeland first introduced 
his bill to modernize an outmoded 
food and drug law. 

New measures designed to 
achieve the same purpose have been 
introduced in the Senate and House. 
But the groundwork is well pre- 
pared for another lively squabble 
over the same old issues. Increased 
Democratic majorities in both 
houses, far from reducing chances 
of recurrence of the old feuds, ap- 
pear likely to enhance them. In 
slightly modified form Senator 
Copeland has reintroduced a food 
and drug bill bearing marked re- 
semblance to that which was 
dragged, tattered and bleeding 
from the floor of the chamber in 
the dying days of the last session. 
In the House, Representative Chap- 
man, of Kentucky, has proposed a 
measure he championed last year 
bur without the refinements writ- 
ten into it by an interstate com- 
merce subcommittee of which he 
was then chairman. 

That a new drive has been 
launched to carry out the adminis- 
tration's desire for improved food 
and drug legislation will come as 
no surprise to readers of these 
columns. But they may learn with 
interest of some of the snags that 
lie in wait at the end of the ways 
for this latest attempt. This much 


is certain. Neither the Copeland 
nor the Chapman bill, as intro- 
duced, is satisfactory to the federal 
officials whose job it would be to 
carry them out ; as between the two, 
the Chapman measure is preferred. 
If these were the only considera 
tions the solution might be simple 
It might even be possible, accord 
ing to administration leaders in the 
legislative and executive branches. 
to pick out the best features of both 
and combine them into a single bil! 
But there are reasons why this is 
not likely to happen 
Representative Sam Rayburn, 
former chairman of the house com 
mittee in charge of food and drug 
legislation and now House majority 
leeder, told this correspondent that 
nothing “like the original Copeland 
bill can get by the House.” Admin 
istration leaders in both houses ap 
pear to have little concern with the 
fate of food and drug legislation 
this session and seem even irritated 
when the subject is mentioned to 
them by inquiring correspondents. 
Into this situation an even more 
important factor hag been injected. 
Representative Lea, of California, 
newly appointed chairman of the 
committee on interstate and for- 
eign commerce, has introduced a 
bill providing an amendment to 
the Federal Trade Commission 
act broadening the powers of that 
agency to authorize action in cases 
where it believes unfair competi- 
tion is being engaged in “to the 
detriment of consumers and: the 
public interests.” 
The importance of this meas- 
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COSMETICS -TOILET PREPARATIONS 


Reproduced on this page are two articles which were chosen by 
BUSINESS DIGEST for condensed presentation in the January 


and March, 1937 issues respectively of that publication. 


BUSINESS DIGEST is a monthly pocket-size publication. It 


undertakes to give its readers each month the best and most stim- 


ulating articles to be found in over 300 selected business and 


trade publications. 


As an average of only 33 articles are condensed in each issue of 
BUSINESS DIGEST, it is significant that THE AMERICAN PER- 
FUMER (with over 300 publications to choose from) has been 


represented in two of the first three issues published this year. 


* 


ROBBINS 


PERFUMER 
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9 EAST 58th STREET, NEW YORK, N. Y. 
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Industrial Advertising Survey 


that some budgets are broken ried the percentages to the 
down with meticulous care, while finement used In some of the 
others are merely approximations. vious surveys.” 

For this reason, we have not car- 


Lipsticks for Men! 
The American Perfumer (December) 


Iw America’s newest and most rapidly-growing sport there is a definite 
need for a lipstick and a heavy, protective face cream which men can 
use as well as women. Whizzing down a mountain trail at a high speed, 
frequently forty or fifty miles an hour, the sharp cold of wintry winds 
cuts the skin and lips of skiers. This is no ordinary chapping, especially 
of lips. The corners of the mouth become sore as the skiers plunge into 
the wind at varying degrees of low temperature. 

The sport of skiing is developing at a fast pace. A few years ago 
there were only a few thousand skiers in the whole country. In the 
Winter of 1935 the New Haven Railroad carried 2,600 of these sports- 
men from New York to snow regions. Last year (1935) the figure was 
17,000. During January and February of 1936 there were 37,000 snow- 





to ski centers and uncounted numbers used automobiles. 


Across the northern part of the nation, in Canada and in the high, 
mountainous section of the Pacific coast skiing has become a major 
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METAL - EMBOSSED 
ENGRAVED 
DIE STAMPING FOR BOXMAKERS 


Portable Agitators for amy quantity of liquid 
also Glass Lined Mixing and Storage Tanks. 


and 
v 


Your 
FILLING 
Problem 


made Easier 
done Faster 
more Economically 


THE Hy-Speed WAY 


Send for Explanatory 
Bulletin and Free Trial 
Offer 


ALSOP 
Engineering Corp. 
447 Main St. 
Milidale, Conn. 


Type 06 with six spouts 


for bottles of all sizes. 


FINE 
PAPER BOXES ... 


OVER HALF A CENTURY 
* 


April, 1937 
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DON'T OVERLOOK 
SHERWOOD’S NEW 


SUNTANOL 


One of the Finest Sun Tan Oils Ever Made 


¥* Sherwood’s most excellent SUNTANOL 
has been improved by adding, in consider- 
able quantity, one of the most effective sun 
screens ever developed. SUNT ANOL is a 
scientific blend of soothing oils and aro- 
matic chemicals. These ingredients have 
been selected on their ability to promote 
tan and alleviate sunburn. As a successful 
result, SUNTANOL cools as it tans. 

SUNTANOL is made in medium and heavy 
grades, and is colored red or yellow. The 
coloring used is a product of considerable 
research. It does not permanently stain 
bathing suits and it does rinse out easily. 


Write Today For Further Information 


SHERWOOD 


PETROLEUM COMPANY, 


Refinery: Warren, Pa. 


EUGENE K. PLUMLY 


COMPANY 
N. W. COR. JUNIPER & FEDERAL STS., PHILADELPHIA, PA 


* 


TELL US WHAT YOU WANT 





INC. 
Main Office: BUSH TERMINAL, BROOKLYN, NEW YORK 


Stocks carried in principal cities 


Invar 
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Whatever Alcohol You Require, 
We Make The Best Of It 


ire Distilling Corporation 
Yonkers, New York: 
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oom you haven't knowingly changed your 

products. But have they been changed with- 
out your knowledge? Do you know that some 
adulterant has not thrown your formula out of 
balance? 


Use this Pure Beeswax. Beehive Brand Beeswax 
is always pure—always uniform. Every tablet is 
exactly like every other tablet. Our own buyers 
select the finest grade of crude beeswax. It is again 
tested for purity and quality by our own skilled 
chemists. Then it is sun-and-air bleached for the 
pure white color so essential to fine creams. 


Test Beehive Brand in your own cream. Note 
the texture and color. You'll quickly see why this 
beeswax has long been the basis of many fine 
creams. Write for complete information. 


WILL & BAUMER CANDLE CO., INC. 
Established 1855 


Buckley Road, Syracuse, New York 


SPERMACETI CERESINE YELLOW BEESWAX 
COMPOSITION WAXES RED OIL HYDISTEAR 
STEARIC ACID 
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